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The sales of IDEAL HOME Magazine 
have made another great advance— 
the figure for the October issue was 
250,000 copies. 


The reason for this prodigious rise is plain. 
More new homes are being built, more old 
homes renovated and refurnished—and 
everything the home-lover needs—furniture, 
furnishing, advice and equipment—is found 
in the advertisement and editorial pages of 
IDEAL HOME. 
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Transatlantic colour 
display tie-up 
While the Queen Mother was 
sailing to America on the “Queen 
Elizabeth” last week, a Scottish 
firm of textile manufacturers held 
a display on board to introduce 
their new fashion colour, named 
after the Queen Mother’s home 
in the north of Scotland. The 
company, Munrospun Ltd., were 
launching “Castle of Mey” blue. 
Garments in the new colour 
were displayed on board the liner. 
Simultaneously in New York, 
Hunt & Winterbotham Inc., a 
Fifth Avenue store, devoted its 
windows to Scottish garments. 
Display pieces for the opening 
show on the “Queen Elizabeth” 
and for Hunt & Winterbotham’s 
showrooms included blown-up 
hotos of the historic Castle of 
ey. Pictures were mounted in 
giant Obeche frames. The dis- 
plays were produced for Munro- 
spun by the Edinburgh advertis- 
ing agents, J. G. McCallum & Co. 


Desert Commando 
scheme for 


Tunis dates 


Half-page advertisements in black 
and white and colour will appear in 
children’s publications including 
Eagle, Girl and Junior Mirror 
during the rest of this month, Nov- 
ember and December to publicise 
the new Tunis Dates Desert Com- 
mandos Scheme. 

Enclosed in every box of Tunis 
Dates sold this season there will be 
a two-colour booklet designed to 
appes. to children——“The Story of 
the Desert Commandos" by Colonel 
“X."" At the back of the book is 
a coupon, which with further 
coupons, entitles a child to join the 
aon Commandos” of Colonel 


Then, by enrolling other members, 
commandos can win promotion to 
sergeant, when an armbaud with 
sergeant’s stripes is sent. 

Idea of the scheme is to encourage 
repeat purchases. Agents are 


Mather and Crowther Lid. 


To The Editor .. 


Folders and prices 


Sm,—One point in Brian Hil- 
ton’s article, “Prices are interest- 
ing—it’s wise to quote them” 
(ApDverTiser’s WEEKLY, Octo- 
ber 14) is worthy of comment. 

Every folder that is sent or 
handed out to a client contains a 
loose price list. These prices are 
well within the reach of the man 
who earns a mere fraction of the 
income of the wealthy gentleman 
mentioned by Mr. Hilton. 

A folder of this nature is an 
expensive item to produce, and 
with the constant fluctuation of 
prices it would not be a practical 
or kgm to insert the price 

low cach article illustrated. 
Therefore the answer to this prob- 
lem, we think, is a loose leaf, 
printed in smal! quantities, in 
order that the necessary amend- 


the tone of Mr. Grimmer’s last 


oy mg “This sloppy ‘Don’t | 
e 


t's be beastly’ attitude is not 
taken by the national press. It 
is to be hoped that it won't be 
taken by commercial television.” 
I'm sure Mr. Grimmer didn’t in- 
tend it, but the phrase “Don’t 
let’s be beastly” has a distinctly 
partisan ring. 

It is absolutely essential that, as 
regards controversial items in the 
news, the commercial TV news 
services or features should be 
rigorously impartial. The oppo- 
nents of commercial TV ve 
already shown that they will stick 
at nothing; and anything in the 
nature of real or apparent bias 
would give them just opportu- 
nity they want. 

Barry Epwarps 
East Finchley. 


ments can be made from time to 
time. 

P, E. Knionr. 
Manager and Buyer, 
Furniture Dept., 
Story & Co., Ltd. 


Unkindest cut 


Sm,—Did “Copytaster” really 
miss the most glaring solecism of 
all in the Old India Quinine 
Water ad (Apvertiser’s WEEKLY, 
October 14). 

The RMS “Queen Mary” 
somehow seems to have become 
one of Her Majesty's Ships... . 

One could perhaps wonder 
whether a corps of white-jacketed 
ship’s stewards would be carry- 
ing the old buffer’s stocks of 
precious Quinine Water up the 
passengers’ gangplank. But more 
to the point is how on earth the 
steward who has borrowed a rail- 
way porter’s barrow is managing 
to keep that uppermost case from 
slipping down to the fork at the 
bottom. 

Nice. Linpsey-RenTon. 
Bromborough, 
Wirral. 


Impartiality of 
commercial TV 


Sir,—In your last week's issue, 
Wallace B. Grimmer condemned 
the BBC’s “In the News” for 
adopting a “least said, soonest 
mended” attitude towards the bus 
and dock strikes. He is, of course, 
right; the strikes are vitally im- 

rtant news, and it is both 
Foolish and craven for a feature 
calling itself “In the News” to 
refrain from discussing them. 

All the same, I don’t quite like 


THIS WEEK 
Northern Counties Survey— 
page 261. 

NEXT WEEK 
Midlands Market Survey 


BBC and milk 
advertising 


Sir,—I wonder how the con- 
sumption of milk went up on 
Monday. Zoé Newton the model 
in the “Drink More Milk” cam- 
paign, made a most charming 
celebrity in the “What's My 
Line?” TV programme the even- 
ing before. And what is more, 
nobody really seemed to mind 
that she was connected with 
advertising. 

Nobody flinched when the 
word “milk” was mentioned. 
Miss Newton responded sweetly 
to an invitation from chairman 
Eamonn Andrews to demonstrate 
her famous smile, and one mem- 
ber admitted to drinking a pint 
of milk a day. He looked the 
picture of health. 

It's enough to make a respect- 


able, nationally - advertised, 
branded product turn in_ its 
bottle. 


Perer Jay 
Palmers Green. 


On the offensive 


Sm,—I hope that Mr. Gut- 
teridge will later find time to 
write another enjoyable bvok 
attacking thin-skinned advertising 
executives who attack advertising 
authors for writing books attack- 
ing advertising. 


uy SNEATH. 
Southwick Street, W.2. 
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Technical press 
‘most helpful’ 


The specialist in any subject is 
better served by the specialist 
press in Britain than in any other 
country in the world, states H. V. 
Schofield, director of Chloride 
Batteries, Ltd. 

At the annual Exide Motor 
Show luncheon last week he said: 
“The trade and technical journa- 
list is largely responsible for our 
rise in productivity.” 

Arthur B, Bourne, director of 
lliffe & Sons, Ltd., responded on 
behalf of a large attendance of 
technical journalists, advertise- 
ment managers and agents. 


College’s ‘Design in 
Print’ conference 


On November 12, the Edin- 
burgh College of Art is running 
a conference on “Design in 
Print.” Speakers will be Dr. 
G. W. Ovink, of the Amsterdam 
Typefoundry ; Charles Rosner, of 
Balding & Mansell, Ltd.; and 
Charles Pickering, of the Ministry 
of Education. 

In conjunction, there will be 
an exhibition of contemporary 
printing from this country, seven 
other European countries, Japan 
and the US. The exhibition will 
be publicly opened on November 
15, at 2,30 p.m., and will remain 
open until November 26, from 
9.30 a.m. to 9 p.m.; Saturday, 
9.30 to 12 noon. 


Resort publicity 


A new body called the Pitlochry 
Development & Publicity Asso- 
ciation has been formed. Aims 
are to attract visitors to Pitlochry 
and the surrounding district, to 
provide information about the 
district, to provide entertainment, 
and to promote any other project 
which will help to make the burgh 
and district an all-the-year-round 
holiday resort. 


house to house—any town in the United Kingdom 


FOR CIRCULAR AND'SAMPLE DISTRIBUTION 
CIRCULAR DISTRIBUTORS LTD., 2: teen sr, civeroot. rovar eee1 
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The Dorland Attitude to Commercial Television... No. 7 


“Creative thinking plus 


—_—_—_— 


is what is 


technical skill 


needed — 
that is why Duncan 


Ross heads 


Dorland’s T.V. team.” 


A. D. MeLean Chairman and Managing Director 


“It is not enough just to know what can be done with a T.V. camera. 
There has to be a creative mind behind it, thinking, writing, visualising and 
directing. Duncan Ross is proving the truth of this with the T.V. Advertising 
‘spots’ the Dorland team has produced —just as he has proved it again 
and again with his well-known Television programmes.” 


What the Press says about the latest work of Duncan Ross: 


AUGUST 


“...*Captain Banner’... an adapta- 
tion by Duncan Ross. . . his entry 
into the drama field is yet another 
triumph. Everywhere his technical 
proficiency was apparent.” 

Daily Sketch 


OCTOBER 


“Television drama at its brilliant best 
captured the hearts of those who saw 
* The Concert’. . . one of the finest 
pieces of work seen in a long while.” 

The Star 


. +» « to Duncan Ross and Eric 
Fawcett another Oscar... This, 
surely, is destined to become a T.V 
landmark ; something that broke new 
ground and employed brilliant new 
camera techniques.” Daily Sketch 


“Duncan Ross's ingenious experi- 
ments... blossomed into a compelling 
dramatic novelty . . . has a shattering 
dramatic impact.” Daily Mail 


DORLAND ADVERTISING LTD. 


Incorporated Practitioners in Advertising 


Dorland House, 18/20 Regent Street, London, $.W.1 
*Phone: Whitehall 0112 


DORLAND 
a 
¢ 


B. J. Harrison 


Bernard Harrison has done 
most jobs in creative adver- 
tising. He has written and 
compéred Commercial Radio 
programmes and has broad- 
cast in person his own 
material in a number of 
B.B.C, shows. 


G. A. J. Bevan 


Archie Bevan had pre-war 
experience in both the 
Theatre and Cinema. He has 
also had considerable Broad- 
casting experience and was 
at one time a T.V. Producer 
and Commentator for the 
B.B.C, 


K. Pearce 


Ken Pearce has had many 
years of composing, arranging 
and playing popular music, 
embracing Cinema, Salon 
and Dance Orchestras, Films, 
Recording and Cabaret work. 
Because of his long adver- 
tising experience he is unique- 
ly equipped to provide the 
musical settings so important 
in T.V. productions. 
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CHRISTIAN DIOR, the world’s greatest 
fashion expert — here seen in conference with 
the Fashion Editress— writes exclusively for 
WOMAN'S ILLUSTRATED every week. 


BOOK NOW FOR 1955 


Unchallenged for value in its field 
at 11/7d. per large gravure page 
per thousand, space in WOMAN’S 
ILLUSTRATED is in ever-growing 
demand. Now is the time to make 


sure of your bookings for 1955. 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.C.4 . CENTRAL 8080 


OMAN'S ILLUSTRATED 


‘sail 
pAsHION: 


Christian Dior, Norman Hartnell, 
Pierre Balmain ...... with 
illustrious names like these to 
guarantee authoritative and up- 
to-the-minute fashion guidance, 
WOMAN’S ILLUSTRATED 
continues to win more and more 
keenly interested readers every 
week. Lively in outlook and 
make-up—practical and under- 
standing in its approach to every 
aspect of a woman’s world — 
WOMAN’S ILLUSTRATED 
is the first fashion weekly with 
younger, smarter women every- 
where. With its proved, im- 
pressive pulling power, this 
sparkling weekly is an advertising 
‘must’ for any fashion product. 


CERTIFIED 
ne SALES 


~ June 1954 


517, 816 


An A.P. Publication « 44d. Weekly 
Page Rate £300 
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ITA statement renews hope of 


TV network for advertisers 
SPLIT WEEK SYSTEM PLANNED: 


‘AS EXPECTED’ 


SAY ISBA, IPA 


T HE Independent Television Authority’s statement this 
week naming three concerns invited to become pro- 
gramme contractors was well received by organised adver- 


tising. 


“Much as we expected” was the verdict of ISBA and IPA 
spokesmen on the broad indication given of the location and 
operation of the first three commercial stations. 


The official ITA statement 


made these facts clear: 


1. The first three competitive 
stations—planned for opera- 
tion by next autumn—will 


cover London, the Midlands 
and the North. 
2. The programme contractors 
will share the use of stations. 
Operating periods will be 
divided: Monday to Friday; 
and the week-end. 
. Network arrangements may 
be made between the contrac- 
tors. 
A separate contractor will be 
appointed to provide a news 
service for all stations. 
. London is to have a second 
Station. 
An ITA spokesman said last 
night that it was “pretty 
certain” that one contractor 
would have Monday-Friday use 
of a station while another would 
have Saturday and Sunday facili- 
ties. 

He said one or two more con- 
tractors might 
about a week. He would not in- 
dicate whether this referred to 
specialist concerns such as a 
news agency or to other big con- 
cerns which have been seeking 
full-scale appointment. 

The ITA _ statement 


i) 


> 


I) 


said: 


“The Authority has been con- | 


sidering how best to organise the 
operation of the only three 
stations available during the first 
year of the new programmes. 
More stations will be available 
in the second and following year's 
when fresh companies will be re- 
quired. 

“The first three stations will 
cover respectively the London 


be named in | 


Midlands, and the 
The London = and 
Northern stations are about 
equal in population. The popu- 
lation covered by the Midlands 
is smaller. 

“The Authority's first decision 
was to organise the Northern 
and Midlands stations as strong 
independent stations in control 
of their own programmes, not as 
mere relay points for a single 


area, the 
North. 


rogramme broadcast from 
ondon. 
“Secondly, although it takes 


the view that the operation of 
one station by one company must 
prove in the end the ideal 
arrangement, it feels that it 
would be wrong, while there is 
only one station in any large 
area, to put it exclusively into 
the hands of any one company. 
This would seem to the 
Authority to be inconsistent with 


The first 
three 
contractors 


Companies and combines 
invited by the ITA to become 


programme contractors are : 
® Broadcasting Relay Ser- 
vices (Rediffusion) and 
Associated Newspapers 
(owning the Daily Mail, 


Evening News, Sunday 
Dispatch, and Daily 
Sketch). The group has 


a combined capital of 
over £7 million. 

®@ Granada Theatres, with 

Sidney L. Bernstein as 
chairman. Authorised 
capital of the company, 
which at the moment 
controls 60 UK cinemas, 
is £2,100,000. 

® Kemsley/Winnick Group. 

Kemsley Newspapers Ltd. 
are reported to have a 
minority holding. 

These groups have satisfied 
the ITA they have the neces- 
sary £3 million capital to begin 
work ; and the ITA feels cer- 
tain that they will make com- 
fortable profits, even after the 
first year’s working 


DOCK STOPPAGE 
HITS PAPER 
SUPPLIES 


A serious shortage of all types of 
paper, mechanical papers and 
newsprint, has arisen as a 
result of the dock labour dis- 
pute. Large quantities of 
paper and wood Ip from 
Scandinavia and Canada are 
lying “strike-bound” in ports 
throughout the country. 

Albert E. Reed Ltd. have been 
forced to curtail severely all 
production of wood pulp con- 
tent papers, ranging from news- 
print to coated papers. All 
orders in hand have had to be 
cut-——-in some cases by as much 
as 40 per cent. 

Bowaters state they are produc- 
ing current supplies “not with- 
out difficulty.” They are mak- 
ing “certain arrangements to 
try and safeguard supplies; the 
nature of which cannot be re- 
vealed at present.” 

Publishers of large circulation 
magazines are likely to be most 
seriously affected by the short- 
age of mechanical papers. 
These houses rely on a steady 
flow of supplies owing to the 
fact that the tremendous quan- 
tities of paper consumed each 
week make it impossible to 
indulge in stock-piling. 

Meetings were being held this 
week to discuss the cutting 
down in the size of several 
periodicals for the next few 
weeks 


____See Stop Press. _ 
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j. G. WYNNE.WILLIAMS WARNS: MISTAKES MAY BE FATAL 


‘Unfair limits could wreck commercial TV’ 


BARLY ADVERTISERS WILL BOOK 
FOR PROSPEROUS TIMES AHEAD 


A warning that the whole idea of commercial television 
in this country might “grind to a financial stop” in its early 
stages if unreasonable limitations were placed on advertising, 
was given by J. G. Wynne-Williams, managing director of 
Masius and Fergusson Ltd., at Torquay, on Saturday. 


Introducing the paper Mr. 
Wynne-Williams said that he 
believed commercial TV would 
succeed in this country. 

“I believe that, given a chance, 
in the lifetime of all of us here 
it will prove itself to be the 
most powerful of the advertis- 
ing media and that its very 
newness is a challenge to man- 
agement,” he said. 

“Before commercial TV can ex- 
pect big advertising revenue it 
must be able to deliver big ad- 
vertising audiences. The gap 
between audience and revenue 
can only be bridged by invest- 
ment, d programmes would 
delay its development and we 
may be sure that the BBC from 
all indications isn’t going to 
take competition lying down.” 

He put the cost of filmed com- 
mercials as £200, for the 
simplest type of live-action job, 
to £1,500 per minute for full 
animation. If a commercial 
film cost the latter figure but 
could be repeated effectively 
20 times, its cost per showing 
at £75 would be reasonable. 

“One thing is certain. Once 
initial hysteria has died down, 
the cost of commercial TV 
can only be its real value as 
advertising. Commerce will 
pay for space what that space 
is worth,” he said. 


More Midland viewers 


People in the Midlands have a 
higher proportion, of TV sets 
than any other area. There are 
nearly 750,000 sound and tele- 
vision licences against 1,250,000 
sound-only licences 


In a paper to the European 
Management Conference organ- 
ised by the British Institute of 
Management Mr. Williams em- 

phasised that 
the first two 
years under 
the ITA 
would be very 
difficult ones 
from a finan- 
cial view, for 
both adver- 
tisers and 
programme 
companies. 
s The limita- 
tions on ad- 
vertising pro- 
J.G.Wynne-Williams Posed in the 

Television 
Bill would make the earlier years 
harder than ever by making the 
services less attractive to adver- 
tisers. 

He continued: “The probable 
outcome will be that commercial 
TV will prove acceptable to the 
public, and advertising will win 
the day. It is clear, however, 
that every advertiser and agent 
must view the whole problem 
with caution and realism. 

“This medium can be of 
immense power and importance, 
but mistakes could be costly and 
even fatal. It is dynamite— 
‘handle with care’.” 

Probably the most difficult 
problem facing the advertiser was 
when should he start to use the 
new medium. There were two 
sides to the question. 


Industry should use films to sell 
itself at higher levels 


A plea for management to make 
more films to sell industry in 
general as opposed to simply 
selling its products, was made by 
Edgar Anstey, films officer of the 
British Transport Commission, at 
the conference. 

“Apart from the fact that the 
best way to attract the customer 
may sometimes be to persuade 
him that you sincerely want to 
give public service, we may be 
neglecting the fact that increas- 
ingly to-day the problem of in- 
dustry is to create a climate of in- 
formation favourable to itself,” 
he said. 

“Industry has rarely attempted 
to define and express its role in 
society on any level higher than 
that of the market place, with the 
level of buying and selling as an 
adequate end in itself. 


“In the great  industrially- 
+ paca documentary films of 
the past, industry often held back. 
It was ready to support’a morally 
desirable cause but reluctant to ex- 
plain its own relationship with it. 

“To-day I would like to see 
great documentary films made 
that are as remote from direct 
marketing as “Song of Ceylon” 
was careless of selling packets of 
tea, but which seek to define 
current industrial attitudes in 
relation to modern society.” 

“Let members of management 
consider whether they have not 
too long withheld from them- 
selves as well as from the public 
the true picture of the nature of 
contemporary industrial society 
which the film and other means of 
mass communication might 
provide,” 


He explained: “An advertiser 
who uses it from the start must 
realise that he is investing money 
from which for some time he will 
see little return: but that he is 
giving himself the chance to learn 
by his own mistakes while the 
audience is small besides booking 
his place for the more prosperous 
times ahead. 


No desirable space 


“The advertiser who stays out 
during the development stages 
will keep his money in his pocket 
while others are backing a tem- 
porary loser and while he tay 
hope to learn by observing their 
mistakes, he faces a risk of find- 
ing that there is no room—or at 
least, no desirable room—for him 
when the information he will 
have been able to gather does 
decide him to participate.” 

He pointed out that the real 
flow of advertising money into 
American TV did not start until 
1950, although the medium had 
been there for several years ; and 
that in Canada many major 
advertisers had still not used the 
medium, because they considered 
it to be in a development stage. 

Discussing the possible cost of 
time on the new system Mr. 
Williams used the current BBC 
annual report and accounts for 
the basis of an estimate. These 
showed the average total cost of 
producing BBC programmes as 
£1,762 per hour. 

He went on: “If to this figure 
we add a profit for the pro- 
gramme companies, we may 
reckon £2,400 per hour as the 
sum a programme company has 
to secure from advertisers. 

“The official expectation of the 
portion of each hour to be made 
available to advertisers is six 
minutes: so that an air-time rate 
for one minute, without any 
allowance for the production cost 
of the commercial itself, might 
well be about £400. 


Cost rising 

“It must be emphasised that 
even this extremely tentative 
estimate refers to no more than 
the rates for time (without pro- 
duction) with costs as they are 
now under the BBC regime: and 
it may be of interest to note 
that the BBC's costs are rising 
fast—-an increase of less than 
7 per cent in the hours of televis- 
ing since 1951/2 has been accom- 
panied by a rise in total costs of 
over 47 per cent.” 

Any speculation on the cost of 
using TV in relation to other 


Co-operative TV: 
committee 
submit plan 


A meeting of interested 
agencies will take place next 
Tuesday to discuss the plan 
for an agencies’ co-operative 
organisation to provide pro- 
grammes for commercial tele- 
vision, which has now been 
submitted by a drafting com- 
mittee. 


Secretary to the committee 
is Richard Newcombe, of 


the Waldorf 


medium was very hazardous at 
this stage, he said. 

No one had yet had any 
experience of the impact of the 
selling power of the new medium. 
No price had been put on time, 
and most problematical of all 
was the number of viewers which 
would be reached by a unit of air 
time. 

Commercial television would 
entail new risks for advertisers 
and agents which would neces- 
sitate insurance policies. The 
insurance companies were exam- 
ining this problem, and it seemed 
probable that risks which must 
be covered would include: 
damage or loss of film during 
preparation - until shown ; libel, 
slander and the like; the non- 
appearance of artists; infringe- 
ments of te | rights and 
trade marks; a damages to 
third parties, 


Colour 

Commenting on the advent of 
colour TV, Mr. Williams said 
that demonstrations had shown 
that technically this country was 
far ahead as anybody in the 
handling of transmissions of 
colour. 

Expense was the chief deterent 
and he added: “Colour TV is 
very unlikely to be a factor in the 
retail market for several years. 
Those responsible are determined 
not to make the same mistakes 
as have been made in America, 
where colour is causing some 
chaos in the industry.” 

Finally he put forward these 
conclusions : 

@ The potential audience in all 
three areas earmarked for 
commercial transmissions by 
1956 could total about 
10,500,000, assuming all sets 
were converted. 

@ Average cost of advertiser- 
participation, including pro- 
duction, would probably be 
not less than £600 per minute 
on a single station. 
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Experts discuss 
standardisation 
of TV films 


Discussion has taken place con- 
cerning the technical stan- 
dardisation of films which will 
be shown on commercial TV. 

At a luncheon on Tuesday given 
by Henry Hull and K. G. 
Macqueen, TV executives of 
Lambe and Robinson Ltd., talk 
centred round density, gamma, 
twenty-five frame film timing 
and sound reproduction. 

’ Among the guests were A. W. 

Pragnal, secretary of the ITA, 

R. Howard Cricks, film mem- 

ber of the British Standards 

Institute, Wellburn Shires and 

D. Smith of Pye Ltd., H. E. B. 

Grimshaw of Kodak's Motion 

Picture Film Division, John W. 

Smith of Ilford’s, Laurence 

Parker, secretary of the Asso- 

ciation of Specialised Film 

Producers, W. G. Murray and 

A. W. Langridge of Humphries 

Laboratories, Don Smith of 

National Screen Service Lid., 

Derek Faraday of Star Sound 

Studios and Alan Terry of 


LPC. 

Mr. Hull and Mr. Macqueen also 
wish to contact TV executives 
in other advertising agencies 
with a view to forming a group 
on similar lines to the Creative 
Circle. 

They have approached executives 
in over 30 agencies and a 
dinner will be held at Kettner’s 
on Monday evening to discuss 
the proposal. 


A. C. Nielsen Co., Ltd., the market- 
ing research organisation, are pre- 


paring a brochure in which their 
complete plans for the establishment 
of a Nielsen Television Index in this 
country will be stated. Illustrated 
here is a Recordimeter, one of the 
devices which will be used to obtain 
what they claim to be “the most 
complete data on audience reaction 
ever available in the history of 
research.” ‘It breaks down audiences 
by count of persons and will be used 
in addition to minute-by-minute 
data which be scientifically 
provided by another gadget—the 
Audimeter. 


RIGHT TO REFUSE 
The Press Council is to tell the 


Teena Association that 
an editor has an absolute right 
to refuse any advertisement. At 


their meeting on Tuesday they 
discussed a complaint from the 
Association that the Warrington 
Guardian refused to accept an 
advertisement from the CW: 
printing works for an operative. 
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Agency, publishing speakers 
at Classified Conference 


ONE-DAY MEETING 
IN BIRMINGHAM 


Canadian and American news- 
papers and British agencies will 
be represented by the four main 
speakers at the third Classified 
Advertising Conference, to be 
held at the Grand Hotel, Birm- 
ingham, on February 15, 1955. 

They will be Roy H. Thomson, 
chairman, Scotsman Publications 
Ltd., who will speak on “Classi- 
fied advertising in Canada” ; 
E. Mackenzie, director, W. S. 


Roy Thomson. 


Audrey Deans. 


E. Mackenzie. 


Crawford Ltd., on “ The Story of 
the Evening Standard’s Classified 
Campaign ; Miss Audrey Deans, 
F. C. Pritchard, Wood & Partners 
Ltd. “An Agency looks at Classi- 
fieds "; and William Nicol, West- 
chester County Publishers, White 
Plains, New York, on “An 
American's views on Classifieds.” 

The programme will conclude 
with four speakers, each giving a 
five-minute talk on practical ex- 
periences in classified advertising. 


Official 
As before, the conference has 
been organised by the West Mid- 
lands Newspaper Advertisement 
Executives’ Association, in con- 
junction with the Herts. and 
Beds. NAEA. The West Mid- 


lands Newspaper Society, the 
Herts. and Beds. Newspaper Pro- 
prietors’ Association, and the 
Newspaper Society are giving 
full support. 

D. C. Ward, president of the 
West Midlands Newspaper 


Society, will preside ; the confer- 
ence will assemble at 10 a.m. and 
will be opened by W. Geoffrey 
Smith, president of the News- 
paper Society. 

Convenor of the conference is 
L. J. Stallard, this year’s chair- 
man of the West Midlands 
NAEA. Full details and an appli- 
cation form may be obtained 
from him at the Express and Star, 
Queen Street, Wolverhampton. 

Registration fee for the confer- 
ence is 25s. per head which will 
include the cost of luncheon at 
the Grand Hotel. In addition, a 
dinner will be held on Monday 
evening, February 14, at the 
Grand Hotel, The additional cost 
for this will be 25s. but it is op- 
tional and has been arranged by 
request for those who have to 
stay overnight in Birmingham. 


PR dinner in Ireland 


The Public Relations Institute 
of Ireland is to hold an inaugural 
dinner in Dublin next month. It 
will be attended by the Minister 
for Local Government, Patrick 
O'Donnell. Object of the dinner, 
to be held at the Shelbourne 
Hotel on November 6, is to bring 
executives of companies who 
employ PROs into touch with 
senior newspapermen. 


Whisky sign 
‘would end 
control’ 


If a large neon sign for King 
George IV whisky were allowed to 
be erected at South Queensferry, 
on the Firth of Forth, it could 
mean the end of planning control 
over advertising, not only in that 
district but possibly throughout 
the country. 

This was stated by John Calder, 
County Clerk, ata resumed pub- 
lic inquiry last week into an 


‘appeal by Distillers’ Agency Ltd. 


against a County Council decision 
refusing permission for the sign, 

He said that he did not know 
of the existence of another sign 
of such dimensions in Scotland. 

George J. Knowles, planning 
officer for West Lothian County 
Council, said he was staggered 
when he heard of the dimensions 
of the proposed neon sign. The 
letters would be 8 feet high and 
the sign would be erected above 
a five-storey building. 

At a previous hearing || was 
stated that the local council was 
supporting the Distillers’ Agency. 


Dublin battle 
flares up 


Latest development in the 
current circulation war be- 
tween the Irish Press Lid. and 
Independent Newspapers Ltd. 
took place in Dublin last 
week-end. On Saturday the 
“Irish Independent” pw 

an auditor's report, across 
four columns on its main 
news page, of the group's 
average daily net paid sales. 
The figures were “Irish Inde- 


Herald,” 124,971; 
Inde ” 381 


694, 

On the following day the 
“Sunday Press” published a 
6} in. d.c. display panel on its 
front page announcing: 
‘Sunday Press’ continues its 
record-breaking course by 
reaching the highest figure 
ever attained by a single news- 
paper in this country — 
383,348 copies per issue in the 
period July 1 to September 
39 last.” 


Demonstrations v. press advertising 


Whether money spent by 
manufacturers on demonstrating 
products in retail stores Was 


money well spent, or could be 
put to better purpose, such as 
increased press advertising, Was 
one of the questions asked at a 
brains trust at the Manchester 
branch of the Incorporated Sales 
Managers’ Association 
Derek J. Roe, joint managing 
director of F. John Roe Ltd., 
pointed out that the advertising 
man considered every problem 
from a marketing point of view, 
He made quite sure that the 
whole marketing programme was 
completely sound before recom- 
mending any expenditure on 
advertising or before recom- 
mending any increased expendi- 
ture. Taking a broad view, the 
complete picture of both market- 
ing and advertising was still 


grossly under-developed, 

. Varley, managing director, 
Northern Sales Marketing Ltd., 
said that in the case of a new 
article, to take it right to the con- 
sumer, to let him taste it, and at 
the same time to link up this 
method with press and poster 
advertising was the best way of 
selling. Retail store demonstra- 
tion could be an integral part of 
every available advertising com- 
bination. 

W. Ormerod, managing direc- 
tor, Vantona Textiles  Ltd., 
believed that two best methods 
of selling a product were demon- 
stration and advertising. If the 
product would answer to a com- 
bination of the two it did not 
follow that it was better to relieve 
the pressure on one side and put 
the pressure, in terms of money, 
in another direction. 
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Cotswolds 
Eliminating risk 
from industry 


D. W. Last, information officer of 
the Advertising Association, told 
members of the Publicity Club of 
the Cotswolds that he believed that 
advertising was essential to a com- 
plex modern society—an essential 
without which society would cease 
to exist. He said: 

“It has been said that ‘Production 

snerates its own demand.’ but that 
is not true to-day. Demands musi, 
in many instances, come before pro- 


Club News 


duction and that is one of the 
reasons why advertising 1s essential 
to modern business. 

“Advertising prefabricates the 
demand and reduces the possibility 
of failure sufficiently to allow a 
responsible business man to take the 
risk, If advertising is done well it 
pays for itself many times over. 


Berks and Bucks 


“Tackle hostility against adver- 
tising at local level,’ Dennis Last 
told members of the Berks & Bucks 
Publicity Association. He appealed 
for active co-operation of adver- 
tising clubs throughout the country 
in the endeavour to get the case for 
advertising across to the man and 
woman in the street, It would take 
a long time to carry out, but ne 
expected it to produce far-reachin 
results through the persona 
influence of people who count as 
leaders of opinion in their own 
communities 

Speakers who could win the con- 
fidence of their audiences could dis- 
pel widespread misconceptions, and 
obtain general acceptance of adver- 
tising as an essential tool in our 
free-enterprise economy. 


Regent 
Halloween evening 


To-morrow (Friday) the Regent 
Advertising Club is holding a 
Halloween social evening, with 
traditional games and ghost stories. 
A special punch will also be served. 

Last Friday's overseas social 
evening of the club was attended by 
some 60 people, with guests from 
Switzerland, Belgium, USA, Canada, 
Australia, France and New Zealand, 


Peterborough 
Officers elected 


L. W. J. Hancock, publicity 
manager F. Perkins Lid., has been 
elected chairman of the Publicity 
Club of Peterborough. The other 
officials are: vice-chairman, A. M. 
Albinson; secretary, Allan G. 
Towns; assistant secretary, E. F. 
Finn; treasurer, Denis Rawlinson; 
auditor, H. D. Stanley; and press 
officer, H, Hahn. 

V. Markam, of Stuart Advertising 
Ltd., will speak on commercial tele- 
vision at the first luncheon talk of 
the season, on December 6. 


Sane 
Golf prizes 


Golf circle prizes will be pre- 
sented by <— speaker Eddie Ham- 
ition, golf writer of the Scortish 


Sunday Express, at the luncheon 
meeting of the Publicity Club of 
Glasgow at the Grosvenor Restaur- 
ant next Friday. 


Ivan Luckin (right), chairman of the CDC, presents a portable wireless 

set to Norman Groome, in recognition of the latter's services in organising 

the AA's public speaking contest for the last four years. Delegates to the 
CDC's meeting look on. 


East Anglia 
ISBA vigilance 


Speaking at the Ipswich branch o! 
the East Anglian Publicity Club, 
Alan Whitworth, director of the 
Incorporated Society of British 
Advertisers, described how the 
Society followed up enquiries from 
its members concerning “phoney” 
advertising media, which resulted in 
a saving to them of thousands of 
pounds 

Among the types of media covered 
were some of the “official” guides 
offered to local authorities gratis. 


London 


Fashion shows and 

lighting 

When Miss Helena Geffers, mer- 
chandise editor of Harper's Bazaar, 
spoke to the Publicity Club of 
London on “The Art of the Manne- 

uin Parade,” 22 mannequins from 
the Chambre Syndicale de la 
Couture Parisienne, who had 
arrived by air for a gala oo 
tion of Paris fashions, paraded upon 
a specially built walk. Dr. H. H. 
Balkin, of Thorn Electrical Indus- 
-tries, demonstrated some of the 
lighting effects that could be used 
in such shows. 

A panel of lawyers, includin 
A. D. Russell-Clark, author o 
Copyright and Industrial Designs, 
oad P. G. Langdon-Davies, joint 
author of The Law of Merchandise 
Marks, will answer questions on the 
law in relation to advertising at 
the Publicity Club of London 
meeting at the Waldorf Hotel on 
Monday evening. 


Darts 


’ 
Agency’s victory 

Auld & Tilbury darts team beat 
a mixed team of representatives 
from newspapers and periodicals 
2-1 at.a match at Ward's Irish 
Tavern, London, 8.W.1. 

Members of the Auld & Tilbur 
team were: P. S. M. Auld, Bill 
Potts, Tony Wilson, Ron Franklin, 
Laurie Petch, David Lane, Michael 
Dunhill, Paddy Buxton and Alec 
Sherman. The posing side in- 
cluded Frank Chambers (Home 
Notes), John Holmes (The Times), 
Michael Aldworth (National 
Builder), Jim Holman (Birmingham 
Mail), Ali Black (People’s Friend), 
Dacre Lacey (Reginald Harris 
Publications), Betty Phillips (Will. 
Kitchen Jnr. Ltd.), and Bill Owen. 


aan 


The lost art of 
sales resistance 


Gordon Russell, director of Wm. 
Jackson and Sons, Ltd., grocery 
and provision merchants, told mem- 
bers of Hull Publicity Club that the 
British housewife had lost all her 
old art of resistance to salesmen. 


In brief... 


Lightning sketches of some of his 
characters were drawn by Bill Tait, 
art editor and cartoonist, Glasgow 
Evening Citizen, when he addressed 
the — Club of Glasgow. 
. . « James R. Gregson, playwright, 
producer, actor and scriptwriter, 
spoke at a luncheon meeting of the 
Publicity Club of Leeds. ... “‘Illu- 
sions of Industry” was the title of 
a talk given by Miss Beryl Foyle, 
joint managing director of Boxfo dia 
Lid., at a luncheon meeting of the 
Birmingham Publicity Association. 
. . » Freddie Jennings (Bristol Even- 
ing World) has retired as secretary 
of the Bristol and West Publicity 
Club owing to ill health and has 
been succeeded by Reg Andrews 
(Western Daily Press). 5s 
debate between the Publicity Club of 
Nottingham and the Nottingham 
branch of the Incorporated Sales 
Managers’ Association was to be 
held this evening (Thursday). 
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CDC discuss pian 
for specialist 
liaison officers 


At the Club Development 
Committee meeting at Notting- 
ham over the week-end delegates 
from 28 of the advertising clubs 
throughout the country were 
told of proposals to appoint 
CDC liaison officers to deal 
with specialised subjects. Object 
is to knit the clubs more tightly 
with the CDC and the Adver- 
tising Association. 

The scheme will be discussed 
at a meeting of a sub-committee, 
whose final report will be 
placed before the next CDC 
meeting in Coventry in January, 
where it is expected that the plan 
will be finalised. 

Each new liaison officer will 
deal with one of the AA’s special- 
ised interests in the clubs—vigil- 
ance, education, public relations, 
public speaking, etc.—and will 
keep in close touch with the 
clubs’ own specialist officers. 


t on clubs 

A. Everett Jones, chairman of 
the AA's publicity committee, 
attended a session which was 
devoted to a discussion on the 
public relations campaign for 
advertising. He outlined the 
Association’s plans, and Dennis 
Last, the information officer of 
the AA, who was attending the 
CDC for the first time, spoke of 
the ways in which these plans 
were being implemented. 

Both speakers emphasised that 
the progress of the campaign 
would depend a great deal upon 
the kind of assistance the clubs 
were able to give. 

The club representatives, who 
were invited to make comments 
and suggestions, promised their 
support im every way. 

On behalf of the delegates the 
chairman, Ivan Luckin, presented 
to Norman Groome a portable 
wireless set, as a tribute to the 
work he had done in organising 
the national public speaking con- 
tests for four years. 


Friday, October 29 

PUBLICITY CLUB OF GLASGOW lun- 
cheon meeting. F. Chapman on 
“Awakening the World.” Gros 
venor Restaurant 12.55 p.m. 
Monday, November 1 

BRISTOL AND WEST PUBLICITY CLUB 
meeting R. E. Plummer on 
“Media planning-~press.”’ Car. 
wardines in Baldwin Street. 8 p.m 
THE PUBLICITY CLUB OF LONDON night 
with the Lawyers. Waldorf Hotel, 
6 p.m 

PUBLICITY CLUB OF PETERBOROUGH 
luncheon meeting. M. V. Mark- 
hem on “Commercial Television.” 
Angel Hotel. 12.30 p.m 
PUBLICITY CLUB OF LEEDS public 
speaking section. Great Northern 
Hotel, Leeds. 6.30 p.m 

BERKS AND BUCKS PUBLICITY ASSO- 
CIATION meeting. N. J. Groome on 
“Organised Advertising in This 
Country."’ Berkshire Club, Reading 
7.9% p.m 


Teesday, November 2 
BRADFORD PUBLICITY ASSOCIATION 
meeting. Midland Hotel. 7.15 p.m. 


REGENT ADVERTISING CLUB lecture 


ADVERTISING DIARY 


Ww N. Coglan on ‘Market 
Research.” 6.30 p.m 
BRITISH ASSOCIATION OF INDUSTRIAL 
EDITORS luncheon meeting Miss M. 
Stewart (News Chronicle) talking on 
her work Shaftesbury Hotel, Mon- 
mouth Sitreeet, London, W.C.2. 
12.30 p.m. 
Wednesday, November 3 
ROYAL SOCIETY OF ARTS meeting. 
Munro Runtz on “Looking 
Ahead.”’ John Adam _ Street, 
Adelphi, London, W.C.2. 2.30 p.m 
Thursday, November 4 
PUBLICITY CLUB OF SHEFFIELD lun- 
cheon meeting G Winn on 
*“Writing about real people.” Grand 
Hotel, Sheffield. 12.30 p.m 
BRITISH SALES PROMOTION ASSOCIA- 
TION talk. F. Murray Milne on 
“Press Relations and Editorial Pub- 
licity."”" 8 Hill Street, London, W.1 
CITY OF LONDON cOLLReoE first of 
series of lectures. 5.30 p.m 
1.S.M.A, Annual meeting, Con- 
naught Rooms, London 
1PA. Lecture. J. C. Braun on 
“The Law relating to Advertising.”’ 


44 Belgrave Square, London, 
pe my Sq ondon, S.W.1. 
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Faweett to join 
Rank next year 


The appointment of TV pro- 
ducer, Eric Fawcett, to the staff 
of Screen Audiences, Ltd., for 
whom he will produce pro- 
gramme’ material for commercial 
television, will take effect from 
January, 1955. 

This follows the announcement 
(ADVERTISER'S WEEKLY, October 
21) that Screen Audiences, Ltd., 
and its associated companies 
will be responsible for the TV 
developments within J. Arthur 
Rank Screen Services, Ltd. 

Screen Audiences, Ltd., have 
also taken on a number of 
specialist engineers from Cinema- 
Television, Ltd., another Rank 
company. Orders have already 
been placed for television 
cameras and the latest type 
equipment, including a_ three- 
camera mobile outside-broadcast. 


The Law and sales 


promotion 


A series of four lectures on 
“The Legal Aspects of Sales Pro- 
motion” will be given at the City 
of London College, in Moorgate, 
on alternate Fridays throughout 
November and December. 

The lectures are intended for 
senior sales and advertising per- 
sonnel. They will be under the 
general direction of Clive M. 
Schmitthoff. First of the series, 
which will deal with the Mer- 
chandise Marks Act, will be given 
by P. G. Langdon-Davies on 
Friday, November 5. 

Applications for admission to 
the lectures should be made to 
the College before Saturday. Fee 
for the course is one guinea. 


STUDENTS’ VISIT 

For over two hours students 
taking the advertising course at 
the North Western Polytechnic, 
and their lecturer, W. Harold 
Butler, of Saward, Baker & Co., 
were shown over the works of 
Display Productions Ltd., Hollo- 
way, by the managing director, 
H. O. Timbs, and his production 
chief, A. Perryman. 


About 4,500 rubber bones have been 
sent by “The People’ to leading 
newsagents and wholesalers through- 
out the country. To each bone was 
attached a label drawing attention 
to a new series starting on Sunday 
—the confessions of “Rubber 


Bones’ Webb who has twice broken 
out of Dartmoor. 


New three-dimensional display on the corner of Piccadilly and Swallow 


Street. 


alternating with double crown posters. The d | 
for Hennessy's, through Dorland Advertising a ‘oster Services, 


The illuminated panels in the plinth contain the story of Hennessy, 


was carried out 


by 


Dominant Sites. 


National advertisers seek 


space on new 


Soap leaves in folders, on the 
same style as book-matches, 
are to be produced in_ this 
country. Advertisements will be 
carried on the folders, and 
already several national adver- 
tisers are reported to be 


The folders will be in produc- 
tion in Leeds within a fortnight. 
Manufacturers are Safodik (Great 
Britain) Ltd., who have the sole 
rights in this country, and also 
have patents pending in Canada, 
South Africa, Australia and New 
Zealand. 

On the continent—Safodik of 
Italy are at present producing 
them in Milan—the folders are 
being used as an advertising 
medium by Dunlop, Shellmex- 
BP Lid., and a number of British 
companies. Among the adver- 
tisers negotiating for their use in 
this country are Thomas Hedley 
& Co. Ltd, Shellmex, and a 
leading London brewer. 

One of the directors of Safodik 
in Leeds is J. E. Heaton, who is 
chairman of Heaton & Josephy 
Ltd., textile manufacturers. He 
has stated that he approached the 
Italian firm for the necessary 
machinery and the sole rights for 
Great Britain early this summer, 
after a business trip to Milan 
where he saw the continental pro- 
duct — used. 

Cost of the soap and folders, 
stated Mr. Heaton, will be £750 
for a million leaves, and £7,500 


for a million folders. Cost per 
folder works out at approxi- 
mately 14d. Safodik (Great 


Britain) Ltd. expect to produce 
about 500,000 folders per week. 

The soap leaves are made of 
soap of a coconut oil base, 
pressed on to each side of a piece 
of fine tissue paper. 


soap folders 


‘Municipal Review’ to 
take standard stereos 


Page size of Municipal Review 
will be increased to 11} in. by 
8} in. from the January issue to 
enable it to carry standard 10 in. 
by 7 in. advertisement stereos. 

The 1954 total of advertisement 
space shows an average of more 
than 30 pages per issue and the 
current 64-page October number 
has broken all records with 44 
pages sold to advertisers. 

Owing to the continued demand 
for large spaces, the eighth of a 
page space is being discontinued, 
and quarter page clients are being 
encouraged to take half-pages 
instead. 

During 1955 Municipal Review 
will have 60 pages a month plus 
a supplement of about 36 pages. 
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Does salesman 
Santa come 
too soon? 


Another resolution viewed with 
grave concern the “encroachment 
on retail distribution by certain 
of the national weekly magazines 
who offer goods of varying types 
each week at suggested bargain 
prices with coupons in order to 
boost their sales.” 


Paper’s film preview 


A private preview of “In the 
News,” a two-minute film which 
the Manchester Evening News 
will show at 100 cinemas in Man- 
chester during November and 
December, was attended by 
representatives of the Evening 
News, big stores in the city, and 


advertising agencies, The film 
will have its first public showing 
at the Odeon inema, Man- 


chester, this Sunday, October 31. 


£400,000 appeal 


Publicity for the campaign for 


the restoration of Paul's 
Cathedral, launched last week 
with a dinner at the Mansion 
House, is being handled by 
Hereward Phillips. 

Chairman ~ a campaign 
committee is Sir Christopher 
Chancellor, general manager of 
Reuters. The target for the 


appeal is £400,000. 


Journal’s centenary 


Special editorial features in full 
colour are included in the cen- 
tenary issue of the Architect and 
Building News, published by 
Associated Iliffe Press. 

The original title of the journal 
was the Freehold Land Times 
and Building News. It was 
aepe to the present name in 
1926, 


Publicity men would gain from 
international exchange of ideas. 


An international gathering of 
co-operative publicity men was 
suggested at the autumn con- 
ference of the Co-operative 
Publicity Managers’ Association, 
held at Newcastle-on-Tyne last 
week. 

A. L. Sugar, publicity officer 
of the Co-operative Union, said 
that publicity men depended on 
external stimulus for their ideas, 
The nations of Western Europe 
each had a distinctive viewpoint 
and individual ideas on art and 
presentation, and an exchange of 
ideas would prove invaluable, 

Support for the idea has al- 
ready been received from five 


European nations, and the 
Association is to ask the Co- 
operative Union, a member of the 
International Co - operative 
Alliance, to request the calling 
of an international conference 
in 1955, 

During the conference, 
F. Churchward, publicity man- 
ager of the Co-operative Whole- 
sale Society; and C. S. Miller, 
advertising manager of the 
Scottish CWS, gave details of the 
forthcoming advertising pro- 
grammes of their organisations. 

Annual meeting of the 
Association will take place next 
April at Guildford. 


te naeemammmee atti ates. 
| —EE 219 es ; 
oo ~~ Ee ae i. 
a E oe | ' , : : | | 4 a : . . 
| Ls Ts 
- ; = ite ui he . A resolution adopted at the e 
= = er : At autumn conference of the i 
Po ry , National Chamber of Trade 4 
7? . a. ge “deprecated the tendency to ¥ 
;  ¥ f » | ws “4 > introduce Father Christmas oe 
a $ athe i earlier in the season year by ut 
. ae wee, J \ year.” Th 
Ras oS iia ya 
ne ie | <p sj F 
oy 7 ee San eee eer ere a aa. .- eo 
| , a i. 
; 2 
e 
Td ey 
; a 
| 7 
_ ; 
Pe ¥ 
i. 
ee ee _—1—F 
: ee ). 
| a . 
| a 
, 3 
interested 5 
“a 
Pe oe 
¥ 
Da 
S.. 
Se Wes rie 
e” wit F 
S>- * -— 
: ‘ 
+ oD <> ~ 4" » 
oa Ss ne 
ee OLA i 
a Mt a a 
ye 
a 
2 Pe 
PF - 
— 
ae 
R= 


. ‘ 

Frank Gough to 
‘ 9 

leave ‘Express 

Frank Gough has resigned his 
position as controller of financial 
advertising for the Express Group. 
He will be leaving at the end of 
next week. It is understood that 
he will be joining the Time-Life 
organisation. 

r. Gough will be succeeded by 
Lt. Col, Ernest Eve who was at one 
time financial editor of the Evening 
Standard. 
o * * 


R. E. Minors, space buyer at 
Arks Publicity Lid., is joining W. H. 
Gollings & Associates Lid. as from 
December 6 as media manager. He 
has previously worked in the space 
departments of the J. Walter 
Thompson Co, Lid, and Legget, 
Nicholson and Partners Lid. 

Miss Phyllis Galloway, who has 
been space buyer with Gollings for 
several years is going to South 
Africa on November 25, 


* * * 
Walter Sternberg has been exclu- 


sively retained as a consultant to 
Grant Advertising Lid., to work on 
the eleven airline accounts now 
being handled by the agency. He 
was recently chairman of the world- 
wide International Air Transport 
Association general traffic confer- 
ence held in Buenos Aires. His 
headquarters will be in Miami, 
Florida, 
+ ” * 


Gordon Bunce has been appointed 
assistant commercial manager and 
G. M. Macdonald assistant adver- 
tisement manager of the South Wales 
Argus, in Newport. Mr, Bunce has 
been on the staff since July, 1946 
and Mr. Macdonald joined the sta 
from London last April. 


On the record 


J. R. Kendall who, for the past 
four years, has handled the dealer 
display and publicity service of 
Philips Electrical Lid., has now 
taken over responsibility for the 
publicity of the gramophone records 
division. He is succeeded on dealer 
publicity by H. T. Pierce, who joins 
the company from the display 
7 ome of Thomas Cook & Son 
Ad, 


o * * 


New London suburban repre- 
sentative for Argus Press Lid., in 
place of D. A. S. Collins, is L. G. 
Plummer, formerly with the Express 
group, 

* o 

Mrs. Verrall Dunlop is joinin 
McCall's Printed Patterns as - nee: 
lance adviser on press and store 
relations as part of McCall’s cam- 

aign to publicise the McCall's 
Printed Pattern in Great Britain. 
She was, until recently, on the staff 
of Fashions & Fabrics. 

* * * 
International Aeradio Lid. have 


appointed Roy oe as their 
Publicity Officer. ¢ was publicity 


manager of Cossor Radar Ltd. for 
a number of years, and has more 
recently been connected with print- 
ing and photographic concerns. 


T. E. Price, publicity manager of 
the | Whitehouse Group of oo 
panies, 18 joining the advertising 
department of Raleigh Industries 
Lid. as senior advertising assistant 
for this country. He takes up his 
new post on Monday. Mr. Price 
was previously with Nevin D. Hirst 
(Advertising) Lid. 

a * * 

R. M. Carpenter, director, Foote, 
Cone & Belding Ltd., leaves for a 
three-week tour of the USA on 
Monday. He will visit FCB officers 
in Chicago and New York and the 
American offices of FCB’s London 
clients. 

* * . 

Philip D. Cross has resigned as 
advertisement manager of The 
Grower and is joining Entwistle & 
Bacon Ltd. as sales manager. David 
Hine, formerly advertisement man- 
ager Of Industria Britannica, has 
been appointed to succeed him. 

* o * 

John Harmer, a designer-typo- 

apher with Foote, Cone & Belding, 

td., has won the British Film Insti- 

tute competition for a new cover 
design for its bi-monthly magazine 
Sight and Sound, A very \arge num- 
ber of entries was received—from 
several countries, including India 
and USA. Mr. Harmer pot only 
won the first prize of £50, but 
another of his designs came second 
in the competition. 
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R. E. Minors 


B. Griffin 


H. W. King 


DTV director 


Dudley Turner & Vincent Lid. 
have announced the appointment of 
Henry ‘W. King as an associate 
director. Mr. King started his 
agency career with Harvey Bros. He 
joined Dudley Turner & Vincent 
Ltd. in 1936 and was, successively, 
production manager and print 
manager. He is now account execu- 
tive on several of DTV’s national 
accounts. 

* * 


. 
John R . MP, a director of 
the J. Walter Thompson Co., has 
been appointed parliamentary 
rivate secretary to Sir David Eccles, 
Clinister of Education. 
* 

Edna Ewing, who joined Gordon 
and Gotch Advertising Ltd. two 
years ago as secretary and personal 
assistant to J. H. A. Cocks, the 
Managing director, has been 
— assistant public relations 
officer in the company’s PR depart- 
ment. 


E. MeKnight Kauffer 


After a long illness, Edward 
McKnight Kauffer, the poster 
designer, has died in America. 
Kauffer produced shortly after the 
first world war a series of posters 
that established him as a great 
designer. The work which he pro- 
duced for the London Underground 
was a landmark in poster art, and 
he was also a very notable book 
illustrator, 

In June, 1927, Sir William Craw- 
ford persuaded him to work in his 
agency, where he remained for 18 
months. Ashley Havinden, director 
and art director of Crawford's, who 
worked with him, has stated: “The 
stimulus of his work was responsible 
as much as any other single influence 
for the growing interest in design 
for advertising among students. 
Kaufler, through his posters, helped 
to establish the career of designing 
for advertising as a worth-while 
vocation.” 


W. Lang 


At the age of 68, William Lang, 
former general advertisement mana- 
er of the Scottish Daily Express, 
Scottish Sunday Express and 
Evening Citizen, has died at his 
Glasgow home, He joined the 
Scottish Daily Express in 1931, 
became classified advertisement 
manager in 1933, and general 
advertisement manager in 1946. He 
retired in 1950, 


D. Cameron 


The chairman of the Oban Times 
Lid,, Duncan Cameron, died last 
week at his Oban home. As a 
young man he managed the Oban 
Times but later devoted himself to 
the management of the family busi- 


OBITUARY ...... 


ness, Macniven and Cameron Lid., 
of Edinburgh. 

When he retired to Oban in 1952, 
Mr. Cameron assumed his active 
association with the Oban Times, 
which is edited by his sister, Mrs. 
F. A. Macaulay. One of his five 
surviving sons, Waverley B. 
Cameron, is managing director of 
Macniven and Cameron Ltd. 


J. H. Campbell 


J. Hugh Campbell, manager of 
the Canadian Pacific Railway's 
department of public relations at the 
Montreal headquarters, has died 
suddenly in hospital. He was 57. 
As the head of the department, the 
company’s PROs in the principal 
cities in Canada, also in New York 
sed London, were responsible to 
im. 


G. Meayers 


George Meayers, advertisement 
manager of the Times of Ceylon 
and. former advertisement manager 
of the Bristol Evening World, died 
suddenly in Ceylon last week from 
corona’y thrombosis. He was 51. 

(See Mainly P 


page 272) 


S. Nicholls 


Sidney Nicholls, one-time adver- 
tisement director of the Sunday 
Pictorial, died on Monday night 
after a year's illness. He had been 
in retirement for four years. 


A. R. Holeombe 


Albert Richard Holcombe, editor 
of the South Devon Weekly Express, 
died at his home this week. He was 
83, and for 47 years he produced 
the South Devon Weekly Express 
completely single-handed. 


Miss Alison James, advertisement 
manager of Harper's Bazaar \eft by 
BOAC for New York last week to 
visit the New York office. She 
expects to return in about a month's 
time. 

* . 


Miss Margaret Todd, who heads 
the market research division of 
W. S. Crawford Ltd., has just re- 
turned from a visit to the United 
States, where she studied motivation 
research and projective techniques 
now being used to discover new 
advertising approaches. 


* * * 
Brian Griffin, recently appointed 
advertising executive (North 


America) by British Overseas Air- 
ways Corporation, has left London 
by air on a world tour before taking 
up his post in New York, in order 
to familiarise himself with the 
BOAC lobal network. Since 
1949 he has been in the United 
States as a copywriter with the 
J. Walter Thompson Co., Ltd. 
* * * 


E. W. Thorpe has been appointed 
circulation manager of the Birming- 
ham Gazette and Despatch Limited. 
He began his career with London 
Evening News and later served on 
the Daily and Sunday Express. He 
joined his present company in 1950 
as circulation manager of the 
Birmingham Gazetie and Sunday 
Mercury. In 1953 he was appointed 
deputy circulation manager of the 
group. 

* - 

F. Nigel Stace, director of Techni- 
cal Publications Ltd., New Zealand, 
and managing director of New 
Zealand Electrical Journal and New 
Zealand Engineering, will arrive in 
this country for a short business trip 
on November 3. 

* * * 


J. R. Simmons, film critic to the 
Inns of Court magazine, Glim, 
Films and Filming and Film Guide, 
has been appointed assistant tele- 
vision executive to A. J. —o 
Costa, of Gordon and Gotch Ad- 
vertising, Ltd. He is the son of 
Jules Simmons, a well-known film 
executive. 

- * * 


Senator E. A. McGuire o 
an International Design Exhibition, 
resented by the Arts Council of 
freland and the Design Research 
Unit (ireland) at the Cork School 
of Art last week. 
* * * 


J. G. McCaul has been appointed 
official publisher and associate of 
the NAIDA Golden Record, the 
jubilee publication of the National 
Agricultural and Industrial Develop- 
ment Association, of Ireland. It has 
also been announced that the 
organisation is to establish a 
monthly publication, The NAIDA 
Advocate. 
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Every week one family out of every three 

in Great Britain reads the Sunday Pictorial. For, 
with an average net sale of 5,446,255, the 

Sunday Pictorial goes into millions of homes all 
over the country. It is read by every adult 
member of the family on the best advertising 
day of the week—the day they have time to read 
advertisements at leisure, and sales messages sink 
in. Spaca in the Sunday Pictorial is exceedingly 
economical too. Compared with 1939 its 

square inch per thousand rate has increased much 
less than that of any other Sunday newspaper. 


reads the Sunday Pictorial every week 
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All-out drive for road improvement planned BIF new products 


Plans for a country-wide 
publicity campaign, demanding 
road building and modernisation, 
and involving heavy expenditure 
on newspaper advertising, 
posters, exhibitions, leaflets for 
distribution at garages, slogans 
on wmilk-bottle tops, and an 
intensified public relations drive, 
are being discussed by motoring 
and road transport organisations. 

They include the Automobile 
Association, the Royal Automo- 


bile Club, the Royal Scottish 
Automobile 


carries three times as much goods 
by weight as rail and more than 
20 times more than coastal ship- 
ping; and government spending 
on road works during the last 
financial year was only 
£33,000,000, although motor 
taxation was nearly £387,000,000. 

No decision has yet been 
reached on the money to be 
allocated for the campaign, the 
date of launching, or the appoint- 
ment of agents. 


Iiford Lid. have launched a cam- 
paign to popularise winter photo- 


graphy by amateurs, and are 
arnna special window displays 
in leading London stores and 
chemists. This  displa is at 
Heppells, Marble Arch, Title of the 
campaign, which is handled . 
Samson Clark & Co., Litd., is 
“Flash and Flood.” 


JIC is ‘losing 


its influence’ 


The President of the News- 

per Society W. Geoffrey Smith, 
as expressed disappointment at 
joint industrial councils’ lack of 
success in settling disputes in the 
printing industry. 

Speaking at the annual meeting 
of the JJC of the Printing and 
Allied Trades of Great Britain 
and Ireland, at Edinburgh, he 
said: “There has developed a 
widespread feeling up and down 
the country that although the 
JIC continues to do good work 
on health, apprenticeship and so 
on, so far as conciliation is con- 
cerned, it is tending to lose its 
influence.” 


EXHIBITION OF PLASTICS IN DISPLAY 


‘Advertising 


Advertising must always put 
before the public what is pleasing 
to the eye as well as interesting 
or informative, said Lt.-Col. Alan 
M. Wilkinson, president of the 
Institute of Incorporated Prac- 


| titioners in Advertising, and a 
| director of 


London 
Exchange Ltd., on Monday. 
Opening an_ exhibition of 


Press 


} “Plastics in Advertising and Dis- 


play” organised in London by the 
Plastics Division of ICI Ltd., he 
said that it was essential that 
when advertising made an impact 
on the public it should be a 
pleasing one and not a jarring or 
distasteful one. 

He referred to the general use 
of Perspex in the exhibits, and 
said he was impressed by the 
translucent quality of the 
material which enabled the 
designers to eo some very 
attractive work. 

J. C. Swallow, chairman of the 
ICI Plastics Division, said that 
they had _ collected together 
examples of display material 
made with ICI plastics from 
home and overseas to illustrate 
the many ways in which the 
material was being utilised. 

He added: “We don't neces- 
sarily agree with all of them but 
there are many which we think 
have a definite appeal.” 

The exhibition, which is being 
staged at the Tea Centre, Lower 
Regent Street, shows how many 
national advertisers are using 
plastic in their current displays. 
Many forms of showcards, 
models, counter stands and 
illuminated signs are on show. 
The exhibition closes on Satur- 
day evening. 


Progress at the Reed Group mills 


Orion Picture Corporation 
have produced a 40-minute docu- 
mentary film showing the paper- 
making activities of the Reed 
Paper Group mills at Aylesford. 
The film is entitled “The Mill By 
the Medway,” and is designed 
to be of general interest and 
educational value. 

It opens by showing raw wood 
pul aves by water at the 
Aylesford Mills and then traces 


the progress of the pulp through 
the various processes of paper- 
making, until it is finally con- 
verted into newsprint, corrugated 
fibre-board cases, and into multi- 
walled paper sacks. ; 

It is proposed to place copies 
of the Kim in one or more film 
libraries, and a copy is being pre- 
sented to the technical section of 
the British Paper and Board 
Makers’ Association. 


must always 


please the eye’ 


No dividend change 


Final dividend of the Birming- 
ham Post and Mail is three per 
cent (same), making six per cent 
| (same) for the year ending June 
| 30, 1954. Consolidated net profit 
was £180,145 compared with 
£117,043; after tax £209,195 
(£156,321). 


should be 
emphasised 


Announcements at next year's 
British Industries Fair drawing 
attention to new products was 
one of the ideas put forward by 
members of the Purchasing 
Officers’ Association at a meeting 
in Birmingham. 

The meeting was held to 
enable the council of the Pur- 
chasing Officers’ Association, 
whose 3,500 members are drawn 
from industrial and public under- 
takings all over the country, to 
meet R. P. S. Bache, one of the 
directors of British Industries 
Fair Ltd., and the president and 
other officials of the Birmingham 
Chamber of Commerce, who 
organise the BIF at Castle 
Bromwich. Ideas which might 
make the fair more attractive to 
home and overseas buyers were 
exchanged. 

Among other suggestions made 
by members of the Association 
were that steps should be taken 
so that genuine buyers could be 
distinguished from members of 
the general public. 

(See Exhibition World feature, 
page 232) 


New fields for market research 


How the children’s market 
and commercial television have 
provided market research with 
new fields for investigation is 
outlined by Mark Abrams, man- 
aging director of Research 
Services Ltd., in a recent article 
in the Financial Times, 

Market research, states the 
article, is still unable to produce 
reliable answers to the questions 
asked about every advertising 
medium—how many people will 
it reach, what sort of people are 
they, how can the largest audi- 
ence be reached, and how much 
will it cost ? 

These questions must wait until 
the new stations are actually on 
the air. “But by the time com- 
mercial TV _ begins, market 
research will have done its best 
to ensure that every advertiser 
Starts by using the perfect TV 


commercial,” claims Dr. 
Abrams. 
With the launching of the 


Junior Mirror and the Junior 
Express, writes Dr. Abrams, some 
advertisers have realised that the 
almost eight million school- 
children in Britain dispose 
annually of roughly £40 million 
as independent consumers and 
that they influence the buying by 
adults of a great deal more than 
that. 

“City business men and pro- 
vincial industrialists have ex- 
tended their advertising horizons 
to include the fact that there are 
ten comics which are read regu- 
larly every week by at least one 
million children—quite apart 
from the substantial adult 
audiences which are ‘delivered’ to 
the advertiser as a free bonus.” 


OLD... 


Ancient and modern 
techniques are to 
be used in new 
Rothman delivery 
vehicles. Both the 
coach and horses 
and salesmen's cars 
will be used exten- 
sively to promote the 
new Rothman Pall 
Mall cigarette with 
the built-in filter. 


and NEW 
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White Man’s hope or Black 
Man’s Burden ? 


Left-Right P 


ADVERTISER'S WEEKLY 


Right-Left or 


SOUTH AFRICA'S MALAN 


Influential people in over 100 countries 


BRITAIN'S ATTLEE 


keep abreast of world news through 


Five separate editions of TIME, The Weekly 
Newsmagazine, with the same editorial con- 
tent, are published in English every week. 
One edition circulates only in the U.S. The 
other four—the International Editions—pub- 
lished simultaneously, are read by important 
people in over 100 countries outside the U.S. 
TIME’s net paid audited circulation exceeds 
2,000,000 copies each week. More than 903 
out of every 1,000 TIME readers hold impor- 


TIME Atlantic 
TIME Pacific 


TIME Latin American 
TIME Canadian 
TIME US. 


You can buy advertising space in just 
the editions you want, covering the world 
markets in which you are most interested 


TIME 


tant positions in business, government and 
the professions. They look upon TIME not 
only as the best means of keeping abreast of 
international news, but as an introduction to 
the world’s foremost companies and pro- 
ducts. People around the world can read a// 
the week’s important news—including your 
advertising news—while it is still news. The 
Advertisement Manager will be pleased to 
give you further information. 


Famous advertisers 

like The Champion 
Sparking Plug Company 
are using this powerful 
international medium 

to develop their 

world markets 


Assoctated Preas 


cxooee vovrmme CHAMPION crcex nves 
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The Weekly Newsmagazine of the World 


TIME & LIFE BUILDING 


NEW BOND STREET 


LONDON Wl 


Telephone : 


Grosvenor 4080 
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Magazine offer 


too successful 


British Publications, Ltd., of 
New York, who represent a 
number of British magazines in 
the USA, are running a “trip to 
England” contest to overcome 
difficulties caused by the success 
of their “British Magazine of the 
Month” sampling offer. 

John L. Marsh, president of 
British Publications, Inc., states 
that so many readers now sub- 
scribe to one or other of the 
magazines they receive during 
the year, instead of renewing the 
sample offer, that his organisa- 
tion is faced with the problem 
of maintaining existing circula- 
tion figures for the “magazine of 
the month.” 

The competition, which is be- 
ing advertised in such journals 
as the New York Times Book 
Section, is for an essay on “I 
would like to visit England next 
spring because... .” Prize is a 
return flight to England, for two, 
in a BOAC Stratocruiser. 
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Poster site ‘improves surroundings’ 


When the Queen visited Failsworth 
last Friday she saw this brand new 
poster site. 

Just four weeks previously three old 
shops had been standing on the 
land, and the local Council gave 
Manchester Poster Services the 
task of demolition of the property, 
clearing and levelling the site, 
erecting the hoarding, flagging and 
fencing the forecourt and provid- 
ing a seat. 

The site is on the boundary line 
between Failsworth and Man- 


BRITISH HOTELS’ £45,000 CAMPAIGN 


‘Sufficient support’ for 
group ad scheme 


Support from member hotels 
for the £45,000 group advertising 
scheme planned for next year by 
the British Hotels and Restaurants 
Association has proved sufficient 
to justify the plan being put into 
action, states the BHRA executive 
committee. 

The number of applications 


Southend seek new 


media plans 


Southend-on-Sea has decided 
to accept as its minimum press 
advertising requirements for next 

ear a schedule that will cost 

3,338, exclusive of art work and 
blocks. 

This will include insertions .in 
national daily, Sunday and 
‘weekly papers. 

But the Corporation has asked 
its agents, Technical and General 
Advertising Ltd., to submit details 
of other media in which they feel 
the town should advertise, and 
which, says a committee report, 
they had been forced to exclude 
from their present proposals in 
order to keep within the amount 
of expenditure indicated. 

Its 1955 press schedule will in- 
clude one-inch singles and two- 
inch doubles in the national 
press. 


received, however, has fallen 
short of the original target of 
1,000 announced earlier (ADVER- 
Tiser’s Weekty, October 7). 
To recruit the further partici- 
nts required, the Association 
as circularised to its over 4, 
members details of two subsidiary 
seasonal schemes, and has post- 
poned the closing date for all 
applications to November 5. 

A slightly revised schedule from 
the main January to November 
scheme will be used for the minor 
schemes, and charges will vary. 

For £33, the Association will 
guarantee member hotels 20 
insertions by name in advertise- 
ments to — during January 
to June in the national and pro- 


vincial press and leading 
periodicals, 
Cost of 15 insertions in a 


similar scheme during September 
and October, using The Times, 
Daily Telegraph, Observer, Sun- 
day Times and a selection of pro- 
vincial papers will be £18. 
Agents for the BHRA are Press 
and General Publicity Service 
Ltd., who have already prepared 
the schedules for the schemes. 
Large spaces will be used 
throughout, carrying sectionalised 
and price-indexed lists of the 
Association's hotels participating. 


chester, and James Bleakley, 
managing director of Manchester 
Poster Services, thought it would 
be appropriate to use it to wel- 


come the Queen as she left 
Manchester and entered Fails- 
worth, 


The proposal was accepted and the 
company has since been con- 
gratulated by the chairman of the 
Council and the clerk, who have 
said that the new site is a “decided 
improvement to the neighbour- 
hood.” 


Journal seeking 
new ideas for 
selling milk 


Farmer & Stock-breeder is col- 
laborating with the Milk Market- 
ing Board and the Milk Publicity 
Council in a nation-wide competi- 
tion to find methods of publicis- 
ing and selling milk. 

“Object of the contest,” states 
the magazine, “is to sweep far 
and wide for constructive ideas— 
for suggestions of every kind that 
will help sales. 

“It may be a slogan, or an en- 
tirely new form of publicity ; an 
idea that will appeal to the 
housewife; a better or novel 
method of packing or presenta- 
tion ; a scheme to expand indus- 
trial or restaurant turnover .. . 
even an entirely new idea, like 
milk vending machines.” 

The panel of judges will in- 
clude Tom Peacock and W. R. 
Trehane, chairman of the Milk 
Marketing Board and the Milk 
Publicity Council, respectively, 
Sir Richard Haddon, managing 
director of the Farmer & Stock- 
breeder, and Gordon Boggon, 
vice-chairman of Mather & 
Crowther Ltd., who are the Milk 


Publicity Council's advertising 
agents, and are responsible for 
the current “Drink More Milk” 


campaign. 

Full details of the competition, 
which closes on December 13, 
appeared in Farmer & Stock- 
breeder on October 19, 
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First British 
electric sign 


competition 


The Electrical Sign Manufac- 
turers’ Association is to sponsor 
the first electric sign design com- 
petition to be held in Britain. 
Object is to “foster improvement 
in electric sign design technique.” 

It will offer £100 as first prize, 
£50 as second prize, and three 
prizes of £25 for the best designs 
for an illuminated sign display on 
a factory specially drawn for the 
competition by an architect. 
Designs must be in colour. The 
name, “The British Products Co., 
Ltd.,” must be used, but style of 
letters, colours, additional copy 
or any other embellishments are 
a matter for competitors, The 
day-time appearance of a section 
of the display must be shown on 
the design. 

‘Advertising value’ 

The designs will be judged on 
their advertising value, architec- 
tural harmony, contribution to 
the improvement of electric sign 
design, day-time appearance, 
identification and directional 
value and practicability. The 
competition is open to all, and at 
least one of the prizes will be 
awarded to an amateur. 

In addition to improving de- 
sign, it is hoped that the competi- 
tion will create a better apprecia- 
tion generally of the value of 
electric signs for purposes of 
identification and advertising. 

Closing date for entries is 
January 31, 1955. Prizes will be 

resented at the ESMA annual 
uncheon next March. 


‘ESQUIRE’ TIE-UP 


Dolcis are using their four-colour 
full-page advertisement in “ Esquire’ 
as point of sale display to introduce 
the new pointed shoes the company 
are marketing in the London area. 


AB.C. Figures 
Jan. to June 1954 


CAMBRIDGESHIRE TIMES GROUP 
66,63 


Copies 
Weekly 


London Representative : W. H. WALMSLEY 


69 Fleet Screet, E.C.4 


Northern Representative : ARNOLD ELLIS 
64 Cromford House, Manchester 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel, Concral 9353 


Tel. Biackiriars 6967 
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ADVERTISER'S WEEKLY 


FERGUSON 1 


TELEVISION 


wo ume SEE AGME ics 


You see Acme signs not only because almost all the well-known 
names are on Acme signs but because they are designed to be 
seen. Years of experience in point-of-sale advertising have 
_given Acme that special know-how which enables them to 
design and produce signs which are economical and distinctive. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Showrooms: 9 South Molton Street - London WI - Telephone: Grosvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Tel: Howard 1651 
Showrooms also at Crown Buildings - James Watt St. - Birmingham 4 « Tel: Central 2325 
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ADVERTISER'S WEEKLY 


COMMENT 


MILLION POUND 
BUSINESS 


Advertising is not all million 
pound launchings and large 
space advertising in mass circu- 
lation publications. The bread- 
and-butter business comes 
from the regular advertiser 
with the steady campaign. 

Pheaomena of the post-war years 
in publishing have been the 
astonishing development of the 
big spaces in small publications 
and the smallest space in 
influential journals. It is diffi- 
cult to decide which develop- 
ment is the more significant. 

The full-page advertisement and 
the half-page with colour may 
be symptomatic of marketing 
conditions which offer limited 
newsprint alongside an expand- 
ing economy. 

The classified advertisement, on 
the other hand, is establishing 
itself almost as a separate 
medium—something to be used 
not only by the housewife with 
a second-hand pram for sale 
but also by the national 
advertiser 


Confidence growing 


The significance of the small 
advertisement is recognised by 
the increasing importance 
attaching to the Classifieds 
Conference now being planned 
for the third year in succession. 
For the next one, to be held in 
Birmingham in February, addi- 
tional accommodation has 


growing. During 1952, an 
estimated sum of £100 million 
was spent on advertising in 
newspapers and periodicals. 
More than 17 per cent of it 
went on classifieds. 

The convenor of the conference, 
L. J. Stallard, claims: “This 
represents, for example, more 
than is spent on all poster and 
transportation advertising, or 
about six times as much as is 
spent on film and slide adver- 


The columns of the London even- 
ing newspapers indicate the im- 


classified advertising represent 
about three-eighths of total 
revenue—something like £1 
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Talking Points 


Advertising’s advocates miss chances 
to hit back at critics 


iv the antics of some politi- 

cians between parlimentary 
sessions are any indication, the 
reassembly at Westminster is 
going to lead to a renewed 
tirade of nonsense directed 
against advertising. 

Consider the remarks of 
Marcus Lipton, MP. Rampaging 
in the suburbs he attacked adver- 
tising “for exploiting all human 
weaknesses,” and pronounced: 

“It is only by aiming their 
appeals at the worst aspects of 
human nature that big business 
makes its profit.” 

In recent debates on the radio 
and in the press, advertising’s 
advocates have often failed to hit 
back vigorously at similar dog- 
matic statements. 

Surely they are the catch- 
phrases which stick ? Mr. Lipton 
should be asked if it is just a 
coincidence that the nations 
which spend most on advertising 
enjoy the highest standards of 
living? And that those coun- 
tries are also generally regarded 
as having the highest moral stan- 
dards of government and trading? 


HEN did the first advertise- 
ment appear offering hire 
purchase terms ? 

Boy's Own Paper printed its 
first cycling ad on August 2, 1879. 
It read: “Purchase your bicycle 
(all makes) on GOY’S NEW 
PLAN,” and had a wonderful 
illustration depicting a Bergerac- 
like character holding a penny- 
farthing under his arm and talk- 
ing to a woman in bed with an 
oversize baby ! 

Apart from the diverting im- 
probability of this scene, it is 
interesting to note that this pic- 
ture appeared some time before 
penny-farthings came into general 


use. 

The Cycle Show will be given 
full coverage in the November 
BOP. There will be 134 pages of 
cycling ads in a record issue—but 
none for penny-farthings ! 


ODD ADS 


AST week's note in° this 

column on the exports drive 
which asked Are the markets 
hard or the salesmen soft? caught 
the attention of a young English- 
man with ideas on how to open 
the Continental oyster. 


Athol Gallifent, who has his 
headquarters in Switzerland, says 
lack of market research is 
restricting the expansion of 
British sales. 

His answer is “analysis in 
depth” which, he says, provides 
a complete analysis of a market 
from the financial, banking and 
commercial levels down to such 
details as local prejudices and 
dialects. 

Of course, we already do 
something like that, say the big 
advertising agencies. 

But Mr. Gallifent, whose 
organisation covers Switzerland, 
Germany, Austria and Italy, 
says: “It is still not uncommon 
to see British advertisements 
intended for the French-speaking 
parts of Switzerland illustrated 
with German-language blocks.” 


PURE PR 
O you believe in public rela- 
tions ? The fashion at the 
moment is to sneer at it and 
prefer the simple term press 
publicity. 

A British Productivity Council 
publication, with the uninspiring 
title Simplification in Practice, 
emphasises the real scope of PR. 

After urging manufacturers to 
reduce their range of products, it 
states: “A workman who has 
been making a product for many 
years will become bewildered and 
anxious if it is dropped suddenly 


without explanation. Even worse 
are the rumours which spread so 
rapidly round a works.” 

There is a problem which a 
free “puff” in a newspaper cannot 
solve. It is a task for real public 
relations. 


URRENT advertising cam- 
paigns relating to the cloth- 
ing industry are having an 
enormous effect in helping to 
educate the public, and are lead- 
ing the mass of the people to 
clothes - consciousness, Sydney 
Jacobson, managing director of 
Jackson Associated Manufac- 
turers Ltd. and a director of 
Montague Burton Ltd., told the 
Clothing Institute recently. 

It was vital, he said, that 
people should not think of a suit 
as a necessity to clothe their 
nakedness, but as something to 
enhance their appearance and, 
psychologically, to give them an 
uplift. 

Present-day advertising was 
designed by subtle methods to 
achieve this, and “it impinges on 
the subconscious and raises 
doubts and questions in people's 
minds as to whether they are cor- 
rectly dressed.” 

The man who had a feeling of 
doubt was at an immediate dis- 
advantage, for it weighed upon 
his mind, said Mr. Jacobson. 

No-one said anything about 
the sartorial elegance of copy- 
writers who create these doubts 
so effectively. 


TO-MORROW’S TOPICS 


@ Speakers’ Notes prepared by 
the Advertising Association 
will be distributed to members 
shortly. The first four will 
deal with the figures, competi- 
tion and a free economy, the 
way advertising pays for itself 
and its ‘economicalness’ as a 
means of mass communication. 


@ Plans for a national advertis- 
ing campaign to boost meat 
sales are being considered by 
the executive council of the 
National Federation of Meat 
Traders. 


@ Eastbourne Corporation’s pub- 
licity committee is examining 
a proposal that time should be 
taken on commercial tele- 
vision, when it comes, to pub- 
licise the holiday resort. 


@ The detergents war will reach 
a new pitch of intensity in 


1955. Hedley and Lever are 
planning to put vast resources 
into campaigns aimed at the 
domination of the field. Full- 
scale advertising and massive 
door-to-door distribution are 
planned. 


® More trouble is in store for the 
print industry.  Inter-union 
squabbles are not ended yet. 


@ Following Government nego- 
tiations with American ex- 
porters, big campaigns are 
expected to promote the sales 
of pure lemon juice concentrate 
in Britain. 


@ Big extension in the use of 
colour in advertisements in 


national newspapers is planned 
for mext year. 


ROUND TABLE 


ALBERT MILHADO & CO, LTD. 


A VALUABLE TIP TO ADVERTISING AGENCIES 
You get maximum commission 


140 CROMWELL ROAD 


through 


LONDON, $.W7 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: FREMANTLE 8592/3 
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The woman who is ( 


an influence in the world of fashion is herself 


influenced to buy by what she sees in 


Alison James, 
Advertisement Manager, Harper's Bazaar, 
19 Queen St., Mayfair W.1 Grosvenor 7781 


NATIONAL MAGAZINE COMPANY LIMITED 
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ADVERTISER'S WEEKLY 


Review of Advertising 


The dangers of 


moonlight 


WHEN I joined my first 
agency as a cub copy- 
writer I was very seriously 
urged by my chief to beware 
of letting the old man write 
copy. The old man was the 
chairman, and he must have 
been all of 35, but it seemed 
that his pen was deadlier than 
his tongue. 


Bashful approach 


Some months later, when my 
chief was on holiday, the old 
man came rather bashfully into 
the copy room and said that he 
had written a headline for the 
campaign on which we were 
working. It was a face powder 
campaign, and cut my throat 
and hope to die if he had not 
written on a slip of paper these 
fragrant words: “Soft as a beam 
of buttered moonlight.” 

Yes, buttered! 

This somewhat spooky experi- 


By COPYTASTER 


ence had escaped my memory 
until I found on the front page 
of the Daily Mirror a headline 
that must surely be a blood 
relation of the first: “Tried 
biting moonlight?” The product 
is a confection called Crunchie. 

I assure you that it has no 
resemblance to green cheese. 
Perhaps the present copywriter is 
also having to be content with 
nothing but his tongue in his 
cheek, for I find the copy singu- 
larly uninformative about the 
flavour or, indeed, anything else 
except that its centre is golden 


and not crunchy, but crispy :— . 


Crunchie—exhilarating as a 
summer night, enchanting as a 
dream, light and sweet as an 
evening breeze, thrilling as 
moonlight! Taste the luscious 
flavour of it, munch its crispy, 
golden centre — Crunchie 
pane is really something! 


TEL. 


Western 
Mail 


AND SOUTH WALES NEWS 


This NATIONAL daily 


has had a strong place in the 
affections of Welsh people every- 


where for nearly 100 years. 


HEAD OFFICE 


CARDIFF 


33022 


Advertisement Manager, R. H. Harrison 


London Office, 176 Fleet Street, E.C.4 


Manager, George J. Studd. 


Tel. CENtral 4691 | 


on 7” - 4 i ae 
tay ae ans: 


This is one of the 
best and most in- 
geniously apt eye 
catchers Copytaster 
has seen for many 
months. Beneath 
the picture the 
words in the adver- 
tisement are: “Once 
a man has tried the 
Ronson electric 
shaver he will 
never want to shave 
any other way.” 


Crunchie makes 
biting ! 

What do you make of-that ? 
Not long ago I watched a copy 
director pick up just such a piece 
of copy from his desk. He read 
it, held it up to the window to 
see the watermark, read it again, 


exciting 


* held it to his nose for a cautious 


sniff, and remarked: “Good God, 
the stuff’s in bloom and it smells 
of Schiaperelli’s shocking. Let's 
- out quick and have a drink 
fore it bites our manly ears.” 

Personally I can see no serious 
harm in letting the copywriters 
have their day in an advertise- 
ment such as this. But even when 
they are given their heads, they 
should try to include the essential 
facts. Is Crunchie chocolate 
covered ? It is covered with milk 
chocolate or plain? 

The slogan is excellent—and | 
like the bit about Crunchie 
munching being really something. * 

* +. . 


HAVE you seen the Ronson 
shaver advertisement with the 
hotograph of the guardsman 
ifting the strap of his bearskin 
to feel his bare chin? Be on 
the look-out, for as well as being 
a stunningly good photograph it 
is one of the best and most in- 
Zs apt eye catchers of the 
st many months. There are 
said to be agencies where the 
creative director buys a bag of 
buns whenever somebody really 
rings the bell, but this visivaliver 
deserves at least a three-tier 
wedding cake with pink icing and 
several silver bells. 
oO * * 
_ THe MEATENDRA ad. ( 
is interesting. “Try a little ten- 
derness” is a splendid theme 
song, and while I am not sure 
that the story is entirely convinc- 
ing, I think it is interesting 
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—_ to provoke a good many 
peo 
ment 


e into making the experi- 


Although I believe firmly in 
long copy when a completely new 
idea has to be sold, I think these 
all too solid paragraphs look 
tough going for all but the most 
ardent reader. Even a two-point 
lead between the lines would have 
made the copy more inviting, and 
the most parsimonious lay-out 
man could surely have been per- 
suaded to sacrific that insigni- 
ficant fraction of his white space. 

This is much more important, | 
am convinced, than most art 
directors realise, particularly 
when type with a very small 
face is set to a wide measure. 

The copy is well written, and 
the first paragraph deserves 
study : 

You and your family need 


@ Continued on page 230 


Tried biting 4 


The slogan is excellent. But why 
not some facts? 
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ADVERTISER'S WEEKLY 


SON : 


Is there something up his sleeve, Will it leap out of his 
shining topper—or is it just an aquarium behind closed 
curtains? Whatever it is, he’s got his audience! A seal is 
exciting! 

Seals such as we make — jewelled, embossed, brilliant — seals 
for boxes, packs, anything you have to sell—are just the 
things to catch the eye of the beholder, trap the wandering 
attention, stimulate interest, get in before the others! 


And these are the seals for which we are famous : 


Metecratt 


Bold, sculptured, it is embossed on 
heavy metal foil. Gives power and 
dignity to quality booklets, show- 
cards and plaques. 


Cameo 


Brilliant jewel-like paper seals deli- 
cately embossed in splendid colour. 
Embellish pottery or glass, cartons 
or woodwork, 


Filimet 


Delicate filigree seals in thin sheet 
metal. Ideal for names and trade 
marks on almost any surface. Can 
be moulded into plastics. 


$y DAAAA AA e 
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%o¥ tate 


VANAAATA 


Samples and prices gladly sent on request. 


WALSALL LITHOGRAPHIC 6° L™ 


MIDLAND ROAD, WALSALL Phone: WALSALL 5486 


and at: 29 LUDGATE HILL, LONDON, E.C.4, CITY 7357 
55 MARKET STREET, MANCHESTER, 3. DEANSGATE & 7829 
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e REVIEW OF ADVERTISING 


sprinkle 
on the 
Tenderness! 


Here is a splendid theme. 


Copytaster wonders what 100,000 house- 


wives are thinking. 


never eat tough meat again! 
This applies to meat of all 
kinds—stewing steak, skirt, 
meat “too young” and meat 
“too old.” Here, then, is good 
news for the thrifty housewife! 
“meatendra,” the wonderful 
new tenderising salt, transforms 
the cheapest, toughest cuts into 
tender, juicy delicacies, so 
tender they can even be cut 
with a fork. Sprinkle it on just 
like cooking salt. 

There are two things in par- 
ticular to notice here. The first 
sentence should really be the 
headline of the whole story, 
and I have never before seen 
such a good line in such tiny 
type. As the opening to a piece 
of copy it is tremendously strong. 

The other point is more com- 
plicated. There are plenty of 
adjectives in this copy, and they 
all work hard and well, but the 
strength of the whole paragraph 
lies not in mere word spinning but 
in its ideas. Look at the specific 
list of tough meats:—"* stewing 
steak, skirt, meat too young and 
meat too old.” Isn't that far 
more graphic and convincing to 
a housewife than a gruesome 
description of tough meat could 
ever be? At the end, we begin 
with adjectives “tender, juicy 
delicacies” and then, sudden as 
a pistol shot, comes the strongest 
claim of all: “so tender they can 
even be cut with a fork.” 

That is specific, graphic and 
above all it ig memorable. \t had 
better be true, incidentally, or 
100,000 housewives will want to 
know the reason why! 

* * * 


Wuen | find some really 
ferociously over-written copy I 
always suspect that some innocent 
and well-meaning writer has been 
given a good softening-up by 
some idiot executive, with words 
like “punchy” and “hard-sell” 
buzzing like hornets in his ears, 
but there’s a _ piece about 
Batchelors Wonderful, Wonder- 
ful Cream of Tomato Soup that 


sounds like original sin in the 
copy department. 

“Why not dine out 

“in your own home? 

“Let's pretend you're eating out 
in Paris. Play make-believe! It's 
easy and it's fun to transform 
your dining room into a corner 
of a gay Paris restaurant for a 
night, Candles on the table, a 
checkered cloth, an extra rub to 
the silver, and you've got the 
atmosphere. 

“Now for la carte (the menu). 
Start on a note of luxury with 
Batchelors Cream of Tomato 
Soup. Smooth, rich, creamy, it's 
a perfect beginning to a con- 
tinental feast. 

“In France, they'd spend hours 
making a soup like this. But 
Batchelors . . . etc., etc.” 


eee eee eeeee 


In Copytaster's view this approach 
is ‘the e 
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House & Garden 


As a monthly 
not yet five... 
but how grown up! 


TOTAL VOLUME OF 320 Pee 
ADVERTISING —_ pages to date 


And it’s still growing — 


In the four full years since House & Garden 

became a monthly magazine its advertising 
volume has gone up by over 55%. During 
this time the certified net sale has increased 
from 30,000 to well up into the 40,000’s. 


| Sank SN eR AO | 


Success breeds success — so plan your campaigns 
with House & Garden high on your schedules 
Rates: Colour ... £170 per page Black & white... {100 per page 


ea. yet 


THE CONDE NAST PUBLICATIONS LTD., 37 GOLDEN SQUARE, LONDON, W.I. 
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creative 
sales 
promotion 


THE ASTRAL GROUP ¢f companies 
offer a complete service, for the creative design 
and production of sales 
promotion schemes. We specialise in brochures, 


catalogues, dealer display and point-of-sale material. 


Astral Arts 
Group 


ASTRAL ARTS GROUP LTD 
171 NEW BOND STREET LONDON WI1 


Telephone: Grosvenor 8711 (ten lines) 


Associate companies: Mercury Displays Ltd 
Atlas Photography Ltd - Anvil Press Ltd - A’P*S Ltd 
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The Exhibition World 


Increasing use of shows 
by power undertakings 


The use of exhibitions as a means of 


intensifying a publicity 


campaign has been more than vindicated by an analysis of cost 
per inquiry and sales in the electricity, gas and coal industries. 


LECTRICITY, gas and 
coal are three industries 
that are now using exhibitions 
to a far greater extent than 
ever before. At nearly every 
exhibition, national, general or 
specialised, one or another of 
these forms of industrial and 
domestic fuels is generally 
prominently represented. 4 
These increased showings in 
recent years have not been 
carelessly arranged. Statistics 
have proved to them that in- 
formative, well-conceived  dis- 
plays attract the interest of the 


. public at the time when they are 


in the right mood to consider 
seriously the merits of the 
various fuels and the appliances 
that go with them. 


Cost per inquiry 

The use of exhibitions as a 
vital part of a publicity campaign 
has been proved by an analysis 
of the cost per inquiry and sale. 
This is always meticulously 
worked out after each show and 
in the same manner as the re- 
sults are appraised of a press 
advertising campaign. 

The following is a brief out- 
line of the work of the exhibi- 
tion department of the electricity 
organisation. 

From its formation in 1919 
the British Electrical Develop- 
ment Association has always 
realised the importance of exhi- 
bitions as a’ means of “spreading 
the gospel” of electricity. 

Before the war, and before 
nationalisation of the electrical 
supply industry, EDA had be- 
tween 500 and 600 electricity 
supply undertakings in its mem- 
bership. EDA aided these un- 
dertakings in exhibition work 


| 
\ ha 


and, at suitable exhibitions in the 
larger centres, it took space on 
behalf of its members in those 
districts. In particular EDA 
organised the electrical exhibits 
at the main agricultural shows 
throughout the country. 


National character 


Since the nationalisation of the 
industry EDA has confined its 
participation in exhibitions to 
those of a national character. 
For example it takes part in 
only four of the agricultural 
shows, the Royal, Royal High- 
land, the Royal Welsh and the 
Royal Ulster. In addition elec- 
trical displays at the Dairy Show 
in London, the Smithfield Show, 
and the Scottish Dairy Show in 
Glasgow are organised by them. 

But for the outbreak of war in 
1939, a huge all-embracing elec- 
trical exhibition would have been 
held in Earls Court. This 
National Electric Exhibition has 
not yet taken place although it is 
a cherished dream of many 
people in the industry. 

In October, 1947, when Nor- 
man F. Phillips joined EDA as 
the association’s exhibition or- 
ganiser, there were nine events 
of national importance on the 
annual programme; on the 1954 
programme there 


These include large-scale ex- 
hibits at the Daily Mail Ideal 
Home Exhibition, the School- 
boys’ Own Exhibition at the Hor- 
ticultural Halls, and the British 
Food Fair 

“The specialised and indus- 
trial events are also claiming 

@ Continued on page 234 


A general view of the National Fabric Fair, recently held at the 

Festival Hall, London. Approximately 20,000 British and overseas 

buyers attended the five-day event, at which 100 leading manufacturers 
exhibited the latest ranges in fabrics. 
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ADVERTISER'S WEEKLY 


With its guaranteed 1,000,000 sale, 
The Reader’s Digest offers advertisers 
a new kind of opportunity 


MAGAZINE of solid interest, edited strictly for 
reading ... you might expect a valuable but limi- 
ted circulation. 
The Reader’s Digest, however, has rapidly built up 
sales to a million. Here’s what this unusual combina- 
tion of penetration and circulation has to offer: 


1. To advertisers of everyday products — 
a medium that carries conviction 


Many a campaign for an everyday product never quite 
succeeds in carrying conviction. In the normal struggle for 


hasty attention, it may be forced to shout its message, in ~ ae 


big headlines, brisk slogans. — 

A good shout is a fine thing — it gets its effect. It often 
sends the customer in to buy. But it’s not really the way to 
tell a story convincingly — so that he, or she, will be proof 
against someone else’s louder shout next day. 

In The Reader’s Digest you can speak persuasively and 
convincingly to several million people who make time for 
reading because they like it. By reaching a receptive 
audience of this size and character, you underpin with 
conviction the rest of your mass campaign, and add 
incalculably to its effect. 


2. To advertisers of higher-priced goods and 
services — wide coverage in a medium that’s 


right for the job 


The Reader’s Digest is a well-proven medium for selling 
anything that, to the family or individual, represents an 
important purchase. From a camera to a holiday cruise, 
these purchases are pondered, planned. The advertisements 
are carefully studied — and nowhere more carefully than in 
this magazine edited for reading. 

With its million sale, The Reader’s Digest gives wide 
coverage of the “important purchase” market ; deep pene- 
tration, too, since it is designed for thorough, leisurely 
reading by all the family. For many advertisers in this field, 
it is a campaign in itself. 

3. To all advertisers — an exceptional chance of 
readership among people apt to influence others 
When the articles and stories in a magazine are edited 
entirely for people who can and do read —and love it, as 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, 1 ALBEMARLE STREET. LONDON, W.!1. TELEPHONE: GROSVENOR 4758 


the sales show! — isn’t it likely that, in this company, the 
advertisements, too, will have the best possible chance of 
being read? 

Not only that. Those who so much enjoy The Reader's 
Digest month after month are essentially people who like 
to keep up with the world. They’re interested in everything 
—the latest in science, in medicine, in many other fields. 
They are receptive to ‘deas. 

And, as such, they are a little more alert than others. In 
trying and buying nev things, they are likely to lead, while 
their friends follow. 


ADVERTISEMENT RATES — OCTOBER 1954 


£ £ 
Full page, black & white - 625 Half-page, 2-colour- - 365 
» » 2colour - - 650 Spread, black & white - 1,050 
» » “colour - - 750 »  2colour- - - 1,080 
* Half-page, black & white - 350 in 4colour- - - 1,250 


“BUY-LINES"— Alison Grey's sensationally successful editorial- 
style feature. Rate including art and blocks £175 


Note that a 4-colour page costs only 20% above basic black-and-white rate 
—and 2-colour (any 2nd colour you choose) only 4%, above. 10%, extra for 
bleed, on half or full pages. All rates are for a guaranteed 1,000,000 average 
monthly net paid sale. 
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© THE EXHIBITION WORLD-~conda. 


more and more of the EDA ex- 
hibition programme,” | was told 
by Norman Phillips, “and it has 
been found that comparatively 
small sites pay big dividends in 
inquiries when the subject is 
handled with sincerity. 

“The essence of the associa- 
tion’s policy at these events has 
been to demonstrate how indus- 
trialists and agriculturalists can 
increase output without consider- 
able capfal outlay; in short EDA 
sells ‘modern methods’ rather 
than ‘more machines." The result 
is greater productivity and more 
electricity from existing plant.” 


Thousands of inquiries 


The appeal of the EDA ex- 
hibits at the major exhibitions is 
shown by the fact that over 
21,000 inquiries were dealt with 
at the Daily Mail Ideal Home 
Exhibition last March, and 11,000 
people saw the new EDA film 
“Bride and Prejudice” during the 
recent British Food Pair. 

The value of exhibitions as a 
means of attracting press, film 
and radio mention is well known, 
and is very marked in the case of 
the EDA features at the School- 
boys’ Own Exhibition. The 
imaginative settings and coura- 
geous treatment of these electri- 
cal themes arouse great interest 
with the boys and press alike, 
and also make a contribution, in 


The Brook Continuous Film Projector in action 
in a Scottish Grocer’s shop during a recent 
campaign carried out by Quaker Oats Limited. 


holiday mood, to the large 
volume of educational material 
pet by the association to 
schools and other bodies. 


n addition to the activities of 
EDA, the British Electricity 
Authority also make imaginative 
use of displays and exhibitions. 
The association’s work is in the 
main directed by selling electricity 
to the general public ; the Central 
Authority, which does not deal 
direct with the consumer, is more 
concerned with the use of display 
material for informative and 
educational purposes, both to the 
electrical industry and to its own 
workpeople, 


Recently the British Electricity 
Authority produced an_ interest 
catching mobile exhibition 
designed for display at various 
power stations to its own per- 
sonnel. The purpose of the 
exhibition is mainly educational. 
It consists of a series of 24 dis- 
play screens plus a number of 
hotographic enlargements. 
roadly speaking, the exhibition 
is divided into two sections. One 
tells the story of the development 
of Britain’s electrical resources 
since the end of the war; the 
other deals with the various con- 
tributions which the staff are able 
to make to the running of the 
industry through the machinery 
of joint consultants. 

This mobile exhibition was pro- 
duced for British Electricity by 
their advertising agents, Mather 


- Scenes ness 
See ‘T. 
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and Crowther Ltd. the design 
being by Eric Aldhouse, and the 
text by Gavin Starey. 

All display and exhibition 
activities are controlled by L. F. 


Luffingham, Public © Relations 
Officer of BEA. 

The exhibition activities of the 
gas and coal industries will be 
described next month. 

. * 

ATTENDANCES at most exhibi- 
tions held this year have shown 
big increases. 

The recent Commercial Motor 
Show at Earls Court, for example, 
attracted 132,658 home visitors. 
This is 21,422 more than at the 
last show in 1952. Overseas 
buyers and visitors numbered 
1,300 and came from 77 countries. 

7 

One of the directors of the 
new British Industries Fair Ltd., 
R. P. S. Bache, has been con- 
nected with the BIF in Birming- 
ham for more than 25 years. He 
is managing director of Geo. 
Salter & Co., Ltd, makers of 
roller bearings, spring scales and 
weighing machines, who have 
been exhibitors at Castle Brom- 
wich since the BIF started there. 

In 1949 he was elected to the 
Birmingham Chamber of Com- 
merce and to the fair management 
committee. He was chairman of 
the hospitality sub-committee for 
the 1951 and 1952 fairs, and since 
then has been chairman of the 
building and sites sub-committee, 
which is responsible for the per- 
manent maintenance staff and for 
the general layout of the fair. 


to buy. 


The Brook Continuous Daylight Film Projector 


SOUND-SERVICES LIMITED 


269 Kingston Road, London, S.W.19. Tel: LIBerty 4291 


An Associate of the Film Producers Guild Ltd. 


... The Perfect Salesman. 
The Brook Projector dramatically 
and continuously presents your story 
and displays your goods and services 
—always with unfailing efficiency. 


...+ The Perfect Servant. 
The Brook Projector serves you 
instantly at the touch of a button 
and can be unobtrusive when not 
required. 


Oct, 20-30, International Motor 
Exhibition, Earls Court; Oct. 
25-29, British Dental Trade 
Exhibition, New Horticultural 
Hall; Oct. 26-29 Dairy Show, 
Olympia; Oct. 27-29, National 
Housing and Town Planning 
Council Exhibition and Confer- 
ence, Scarborough; Nov. 1-5, 
Children’s Wear Trade Fair, Old 
Horticultural Hall; Nov. 1-5, 
National Schoolwear Trade Fair, 
Royal Festival Hall; Nov. 3-13, 
Chesterfield Ideal Home Exhibi- 
tion, Drill Hall, Chesterfield ; 
Nov. 3-13, Portsmouth Ideal 
Home & Trades Exhibition, Con- 
naught Drill Hall, Portsmouth ; 
Nov. 13-20. International Bicycle 
& Motor Cycle Exhibition, Earls 
Court; Nov. 15-19, Medical Ex- 
hibition, New Horticultural Hall ; 
Nov. 15-20, Public Works & 
Municipal Services Congress & 
Exhibition, Olympia ; Nov. 16-27, 
Woman & Home _ Exhibition, - 
City Hall, Manchester; Nov. 16- 
27, “Evening Gazette’ Home & 
Beauty Exhibition, Olympia, 
Blackpool; Nov. 17-27, New- 
castle Ideal Home, Trades & 
Industries Exhibition, Northum- 
berland Hall, Newcastle-on- 
Tyne ; Nov. 23-26, X-Ray Appa- 
ratus Exhibition, Old Horticul- 


tural Hall. 


Installed in shop, store or show- 
room ; your complete sales story 
is told to people where they come 
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aN What 
the tycoons 


j| their favourite 


paper..... 


HE TRAVELLING TYCOON takes his favourite 

paper with him for he finds in its editorial 
pages the kind of intelligent, up-to-date informa- 
tion that he needs—and in its advertisement 
pages a reliable guide to material comfort and 
efficient service. That is why you find advertisers* 
like Grants Stand Fast Whisky, John Summers 
and Sheaffer’s Pens in THE ECONOMIST. Like so 
many other famous names they have discovered 
that for over 50,000 tycoons (ABC Net Sale 
50,640) THE ECONOMIST is a window on the world. 


Economist 


* The Advertising Agents for Grants Stand Fast Whisky 
are Mather & Crowther Ltd., for John Summers & 
Sons Ltd., S. H. Benson Lid., and for Sheaffer's Pens, 
The S. T. Garland Advertising Service Ltd. 


THE PCONOMIST - 22 RYDER STRERT © LONDON, Wl WHITEHALL 161! 
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Review of Advertising Films 
Vocal punches packed in new 


hard selling productions 


HE function of the critic 

has always been the 
expression of opinion; the 
balancing of a film's aesthetic 
merits and demerits. In this 
sense, the advertising film is 
beyond criticism. 

Having recently attended a 

uarterly showing of some 40 
flimlets and films—a proportion 
of Pearl & Dean's _ recent 
output during the period—one is 
more than ever conscious of 
one’s inability to review or criti- 
cise in the ordinary way any one 
advertising film or filmlet. 

The making of such films has 
in general become a highly effi- 
cient box of accomplished tech- 
niques in which competence can 
be taken for granted but indivi- 
duality is hemmed in by the 
restrictions imposed by the pro- 
duct to be featured—and also by 
the need to conform to a current 
theme of the advertising cam- 


oo. 
orking under these restric- 


tions, ‘the reviewer looks for 
some instrument to gauge the 
likely impact on the public. One 
has to admit that the search is in 
vain because, to my mind, im- 
pact depends upon factors often 
unrelated to the merits or 
demerits of the film or filmlet 
itself. A new gadget may make 
a greater impact than a _ well- 
known brand of chocolates, 
just because it is new. A cartoon 
filmlet may seem to be more 
attractive than the live-action 
Imlet ing it, or vice 
versa, for the sub-conscious 
reason that one is more inter- 
ested in dog biscuits than beauty 
creams, etc. This problem of 
impact is one of which Pearl & 
Dean are well aware, and as the 
repetition of slogans, selling 

ints, and brand names is be- 
ieved to lie at the heart of im- 
pact, their advertisers should be 
more than satisfied with the 
vocal punch packed. 

To single out any particular 
film or filmlet for special men- 


By PAUL NUGAT 


tion on merit would be an invi- 
duous task. Three one-minute 
films are for new advertisers— 
“Mopping Up” for Minit Mop, 
“Harvest Time” for Burgoyne’s 
Harvest Burgundy and “ Pre- 
cisely Yours” for Pal Injecto- 
matic Razor. In the more meaty 
two-minute film section, Megge- 
zones have a very good film in 
“ Plain Speaking.” 


* * * 


N the battle royal between 
gas and electric cookers, the 
British Electrical Development 
Association take up some 
cudgels with a feature story 
woven around a cookery demon- 
stration by Marguerite Patten. 
Titled “Bride and Prejudice,” 
and running for 34 mins., a bride 
returns to a ready-made home to 
find that everything in the 
kitchen is lovely except for the 
electric cooker. The poor girl 
has been “educated” on gas by a 
suasively gas-minded mother. 
e¢ bride is all set to have the 


A tense moment in “Bride and 
Prejudice.” In the end the lady 
decides against removal. 


electric cooker removed when a 
timely electric cooker demon- 
stration and a kindly, chattering 
neighbour (the kind who rather 
make some ple wish they 
lived at the ttom of a coal 
mine) come to her rescue and 
carry through the conversion. 
Greatly daring, the last word is 
left with the bride’s mother. 
Her verdict is not compli- 
mentary but it is realistic. 
If one swallow does not make 
a summer, neither does one 
electrically-cooked meal make a 
convert out of everybody. The 
decision of BEDA not to give the 
last word to its own interests will 
be frowned upon by some con- 
ventionally-minded pundits of 
advertising who could, of course, 
make out a case for their point 
of view. Yet in a film of this 
@ Continued on page 238 


PRESB 


Our half-century of experience of screen adver- 
tising with Independent Cinemas is now being 
applied to the production of advertisin 
Independent Television. 

To meet the new demand for television films, we 
are acquiring additional studios, fully equipped 
and staffed by experts, for the production of 
television commercials in live action, animation 
and puppetry of the same high standard always 
associated with our cinema advertising films. 


TELEVISE PRESBURY- WISE! 


8. PRESBURY & CO. LTD., Gloucester House, 19, Charing Cross Road, London, W.C.2. 


g films for 


for 


the New name in Television 


[Independent 


Television 


Telephone : WHitehall 3601 


. ty 5 ‘ ‘ ; , ad i : ‘ cal : —— ae r a. a. .e ia i — (Y are, ie, 
ae) i — RE RI nn 3 - 
Ne es 236 Octoser 28, 1954 r 
r VA 4M # 
ay me. ~® 
; a nn oe aa 
. ‘ ks a ae li ' c 
y i —" ry | 
4 ‘ 
_ | 
{ 4 a RY- | 
4 
j a | 
: Ms : ‘| ( : . 
a f @® ma SAA y 


OcToBEeR 28, 1954 237 yADVERTISER'S WEEKLY 


» + « are you using 


Bradford’s OWN morning paper 


he Porkshire Observer 


to sell to Bradford * 
and West Yorkshire... 


@ You know The Yorkshire Observer 

as the leading daily authority 
on the wool trade. 
But do you think of it—and use it— 
as a paper of popular appeal, 
closely read and esteemed 

Pas rage, ret — deo throughout Bradford and 

meg West Yorkshire ? 

and the 4th highest of any provincial city. 


The monthly margin between Bradford's 
and the next highest in Yorkshire (Leeds) 


averages £5,714,000 in 1954. The Yorkshire Observer is an 
effective medium in a 
big family market. 


2 eal REN ah ee mans = 


@ May we give you more details ? 


Che Porkshire Observer 


BRADFORD’S OWN MORNING NEWSPAPER 
@ 29,897 A.B.C. 
HEAD OFFICE - HALL INGS - BRADFORD ~- Phone: Bfd. 2951! 


Ernest Lumsdon (Advertisement Director) 


Westminster Press Provincial (Newspapers, Limited, 167-170 Fleet Street, London, E.C.4 


|, see i 8 le 4 , - . ® 
on 3 el: i ini — aa Se 
* ee: —— 
; “ 
: eeeeeeeeeeeeeaeeeeeeeeeeeeeeeeeeeeeeeeneeeeee @ , 
- é 
oe 
re 2 
(22 om 
ae 
eS 
i 
5 ey 7 
‘ ie 
4 
| = 
| , 
a 
. + 
ee ed 
” — a 
; wa a 
bs een t 
a 
7 
4 %., 
, . 
BS a 
“oe 
5 ie 
. 
a 
| a 
bs 
. 7 
c roe 
7 
‘af 
: : 
' ee 2 
, seats 
ua 
) 
. 
a 
, q 
q ” a 
| % 
| . 
| & 
: eeeeseeoeeeeseeseeeeeseeeseeeeeeeeeeseeeeeeeeeenesneee 5S 
if oe 
ce A (ee ae i : ele OG es ?. aiee 7 > aa pe 


ADVERTISER'S 


’ 


to tie up your pilot marketing 
campaign with generous space 
reservations in the “Surrey 
Advertiser”. 
The ideal medium which 
A carries your message into the 
‘ homes of Guildford and the 
whole of wealthy West 
Surrey, established by 
repeated Market Surveys, 
as one of the areas of 


Great Britain. 
With a total circulation of 
"45,423 the Surrey 


unrivalled test medium for 
pre- national campaigns. 


Latest Marketing Survey (UK) says.. “Most significant 


is the high place occupied ildford where... a hi 
F level of income has coi with a great increase in 
- population.” 


*Figures jan/june 30th 1954 Wed, 11,302 Sat, 4,121 NET ABC 


Surrey Advertiser 


COUNTY PAPER OF SURREY 
Head Office: Guildford 5252 London: 142 Fleet St. E.C.4, CEN 6692 


Opportunities 
in South Africa 


for sRTISTS & 
LAYOUT MEN 


THE African Amalgamated Advertising Contractors Ltd., 

South Africa's largest advertising agency, offers excellent 
opportunities to ambitious young artists, visualisers, layout 
men. 


The Company has completely equipped offices in all the 
main centres in South Africa, Southere Rhodesia and Kenya, 
where the rapid growth of industry is creating a continual 
demand for capable men. 

The terms of engagement are good and include Pension 
Scheme, Medical Aid benefits and generous leave facilities. 
Passage paid for successful applicants and their wives. 


Write in the first instance giving details of your experience 
to -— 


AFRICAN AMALGAMATED 
ADVERTISING CONTRACTORS LTD., 


P.O. Box 7012, 4th Floor, His Majesty’s Building, 
Commissioner Street, JOHANNESBURG 


e REVIEW OF ADVERTISING FILMS—cond. 


Octoser 28, 1954 


SCENE from “Harvest Time,” one of the new films produced by 
Pearl & Dean Lid. This film, lasting one minute, depicts in a 


convincing fashion the pick-me-up qualities of the Burgoyne 
There is a transformation scene from summer to winter, 


roduct. 
a most 


effective pack shot of the Harvest Burgundy flagon to end the film. 


length, 
have been sold before the last few 
feet of film or it has not been 
sold at all. 

No fears on this score need be 
entertained by BEDA although in 
the choice of the artiste for the 
ot of the bride, Ronald H. 

iley Productions somewhat 
weakened an otherwise competent 
cast. 


+ + . 

ety developing West 

Africa is causing manufac- 
turers to realise that advertising 
films specifically designed for this 
market are well worth the 
sponsoring. Theatre Publicity 
have produced a live-action 
Technicolor film for Quink ink 
for this market, differing little 
from a film for the home market 
except for the coloured artistes. 
The approach is direct, simple, 
and effective. 

In a similarly intended series 
of three one-minute films for 
Coca Cola, the same organisation 
evoke Walt Disney memories 
with three koalas engaged in play- 
ful adventures with (1) a croco- 
dile, (2) an octopus, (3) a gorilla. 
Their successful black and white 
adventures are crowned with the 
reward of the drink. Few 
indeed could dispute the entertain- 
ment value of these advertising 
films. 

+ ” * 
HE vast concern of ICI is very 
properly conscious that the 
formation of the earth has con- 
stituted the basis of their wealth. 

In “Treasure Trove,” a 20- 
minute public relations film pro- 
duced by Verity Films Ltd., a 
satisfying visual impression of 
how the world began is given, 
and how the chemist has become 
a more and more significant per- 
son with his ability to convert 
our buried heritage into products 
suitable to satisfy the daily needs 
of the people. 


the audience ought to | 


Outstanding 


colour films 


+ ig their recent press show, 
Pearl & Dean Ltd. showed 
three reels of colour filmlets, 
several of which were outstanding 
from the point of view of produc- 
tion quality. They also showed 
eight one-minute films—six of 
them of first class “impact” value. 
Three two-minute films were also 


presented, one of which was 
“Plain Speaking”—a Meggezone 
item. In black and white, this 


film continues the theme of the 
previous Meggezone’s film “Voice 
of the people,” in that it selects 
people from various walks of life 
and shows them in speech and 
action when suffering from colds 
and catarrh, and, as a contrast, 
others in perfect voice. 


Outdoor speaking 


The opening shot taken of a 
typical outdoor speaker on his 
platform at Hyde Park Corner is 
an eye and ear catching opening 
to the film—thumping on his plat- 
form he says “They hum and they 
ha, and what does it amount to? 
Nothing!” From that excellent 
lead in, the film goes to various 
characters speaking correctly or 
incorrectly. The film ends with 
a chemist’s recommendation 
spoken across an effective counter 
and shelf display of Meggezone 
products. This product is sold 
by chemists only, and this is 
accentuated by flashing “From 
chemists only” across the finale. 

Another two-minute film shown 
was “Choose the loveliest,” an 
effective and advice giving Bear 
Brand theme in colour for women 
concerning their nylons, without 
ever once impinging on the 
canons of modesty.—H. PF. 
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Voted 


TV's most J ; 


e °@ t 
enferfaining } 
: 


programme... i : Dickey eer aa. ps: 


of TV’s “Most Entertaining Programme”, 
knows how to get peak audience figures. 
His lively approach and ability to produce a 
programme packed with interest from start to 
finish helped win the “Daily Mail” National 
Television award for “What's My Line?” 
in 1954. The same enthusiasm and flair will 
now go into producing Britain’s hardest- 
selling TV commercials. As head of Lytle’s 
TV Division, Dicky Leeman will bring all 
his talents to bear on the problem of winning 
maximum audience attention for our 
clients’ sales messages. 


Photographs by courtesy of the Datly Mea 


LYTLE’S 
WILL LEAD IN TWO (ecco seuss penn upon 
Leeman with the trophy awarded to the 


C. J. LYTLE (ADVERTISING) LTD., 2, 3&4 DEAN ST., LONDON, W.1, TEL: GeRrard g646 = | 22's my Hine” feature. 
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ADVERTISER'S WEEKLY 


For widespread coverage 
of the Dutch market and 


predominating readership 
in the Amsterdam area 


HET PARGOL 


Holland's leading independent national daily 


Subscribers: 
AMSTERDAM - 90,000 
REST OF HOLLAND - 50,000 

140,000 


London Office : 
FRANK L. CRANE, 69 Fleet Street, E.C.4 
CENtral 2811 


Top national/local coverage of the Netherlands 


fs} 


Holland’ s largest daily newspaper offers 


10 per cent coverage of the Dutch consumer 
market. 

Over 287,000 daily net circulation. 

Over 272,000 regular subscribing familivs or 
10% of the Netherlands 2,552,000 homes. 
10% of the national newspaper-accounts. 
Readership principally middle class — public 
officials, farmers, office and manual workers 
~ neither rich nor poor — the mass consu- 
mer market who spend £1,400,000 weekly 
on food, clothing, household equipment. 
education and entertainment. 


Holland’ s greatest national with effective 
regional rates and discounts. 


Represented in Great Britain 
A. PRESS LIMITED 
14 Dover Street, London, W.!. 
May fair 8615 
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More foreign visitors at 
the Utrecht Autumn Fair 


An increasing demand for high 


quality goods was a feature noted 


at the recent Utrecht Fair. Exhibitors in several sectors achieved 
excellent sales results. 


r[ ‘HOSE who exhibited at the 
Utrecht Autumn Fair, held 
from September 7 through to 
16, can look back on an event 
which gave satisfactory results 
in nearly all participating 
sectors. An increasing demand 
for the better class and luxury 
goods was experienced. 
Compared with last year’s 
autumn fair, the number of 
foreign visitors showed a rise of 
20 per cent. The foreign atten- 
dance, representing 69 countries 
(last year there were 53) was of 
a good business standard judging 
from the many contacts estab- 
lished and the orders acquired. 


Establishing contacts 


Those exhibiting in the mech- 
anical handling plant section did 
not primarily aim at obtaining 
orders on the spot, but expected 
that, the contacts established 
would lead to results in the 
future. Various exhibitors, how- 
ever, did succeed in selling equip- 
ment before the fair closed. 
Demonstrations of plant were 
greatly appreciated especially by 
foreign visitors. 

The medical section at the 
Autumn Fair, which aims at 
iving a complete survey of 

utch production in the field of 
medical equipment, attracted a 
lot of interest and, although the 
stress was laid on representation, 
various important orders were 
received. Contacts were estab- 
lished with visitors from the 
United States, Canada, Dutch 
Antilles, South Africa, Belgium, 


HOLLAND 


France, Denmark, Indonesia and 
Siam. 

Some firms in the efficiency 
section sold considerably more 
than at previous fairs. Sales in 
photostatic copying apparatus, 
calculating machines and type- 
writers were good. Many inquiries 
were received for large account- 
ing machines. Visitors from 
Sweden, Portugal and Switzer- 
land were interested in blueprint 
appliances. Buyers from the 
United Kingdom, the British 
Dominions, Western Germany, 
Belgium, Lebanon, Kenya and 
Israel showed interest in packing 
materials. Inquiries for packing 
machines were ced from 
Western Germany, Egypt and 
Pakistan. 


Household appliances 


So far as the exhibitors of 
electric household goods were 
concerned, the fair was a distinct 
success. Vacuum cleaners, flat 
irons, washing machines and 
electric heating appliances were 
in brisk demand. Inquiries for 
Dutch vacuum cleaners were 
received from the US, Canada, 
Sweden, Norway, France, 


@ Continued on page 242 


A view of the textile section at the Utrecht Autumn Fair. The 

number of foreign visitors was up by 20 per cent compared with 

last year. Valuable ideas concerning how to appeal to the Dutch 
market can be acquired at this important event. 
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BRANCHES WH ALL THE LEADING cenTeaes * 


AND LITE 
meet Rae Leper (rover alls Cer 


Ow. MRC TOR EL. SQUmRT wan Om 108 2 PHEVES, SOLES owrcror © sat 
Omer toe 6 sec ee temn sO ACH 


Mr. Richard D. Kravitz, 
Esquire - The zine 


: 
men's 39, Upper Brook Street, 
London, W.1- 


Dear Sir, 


fashion Palm De Luxe Footwear. 
We thought you would be interested to know that 

from the four original advertisements appearing in your 

magazine for the above goods, we have had most encouraging 


results. 
authority This is perticulerly interesting in that we are ourselves 
wholesalers and have no direct contact with the public, in spite 
° of which enquiries have been received by us from {individuals and 
from actual retailers and it should be 
noted that the latter includes two European concerns with whom 
we are now developing an export trade. 
are particulerly pleased with these results 
{tive and in fairness to your magazine we 
4 of our experiences. 


support your magazine during 


We, ourselves, 
which have been 60 pos 
think you should be kept informe 


We shall, of course, continue to 
the coming year. 


Yours faithfully, 
3. A. SQUIRRELIL& CO., LTD.» 


Gov piractg- 


9 with manufacturers, 
ith retailers, with consumers 


faquite 


THE MAGAZINE FOR MEN 
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N CEYLON 
TS THE.. 


Times 


Group 


1846 TIMES OF CEYLON 
(evening) 


1923 SUNDAY TIMES 


and 
1954 MORNING TIMES 


Commencing November, 1954, The “ Times 
Group” announce the publication of the 
MORNING TIMES 


thus completing the coverage of all fields of 
English journalism in Ceylon. 


The “Times Group” also publishes the 
DAILY LANKADIPA and SUNDAY LANKADIPA, 
the best informed daily and Sunday vernacular 
papers in Ceylon. 


For further particulars, rates, etc., apply: 
London Advertisement Representative, 
M. MALFIN, STUART HOUSE, | TUDOR STREET, 


LONDON, E.C.4, 
Telephone: CENtral 9564 
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Guide to trading methods 
with Eastern Europe 


There is a tendency for trade between this 


and those 


behind the Iron Curtain to increase. For those interested in this 
market an important booklet has been published. 


with a view to helping 
exporters who wish to 
investigate the possibilities of 
selling to Eastern Europe a 
booklet titled East-West Trade 
has been published by the 
Credit Insurance Association 
Ltd. 

The subtitle of the publication 
is “A guide to the methods and 
pr of selling British goods 
to fron Curtain countries.” 

The countries surveyed in this 
connection are Poland, the Soviet 
Union, Czechoslovakia, Rumania, 
Bulgaria, Hungary, and the 
Eastern Zone of Germany. 


Rising competition 

The point is made that “In all 
the countries of Eastern Europe, 
competition from other Western 
countries is becoming fiercer. It 
will become still more fierce if 
sterling and other West European 
currencies are- made convertible.” 
It is further stated that “There is 
one characteristic of the East 
European market which out- 
weighs all its disadvantages: 


payment has been full and usually 
rompt. No case of default is 
nown to us. .. . Russia itself is 
probably the only buyer in the 
world which has, on occasion, 
paid huge commercial bills well 
in advance of the stipulated pay- 
ments date.” 

Previous surveys published by 
the Credit Insurance Association 
Ltd., include German Competi- 
tion; Latin America; The Out- 
look for British Exports; and 
Finance for Exports. 


East Africa 


A booklet setting out the con- 
stitution of the Advertising Asso- 
ciation of East Africa has 
recently been published. The 
document runs to 26 pages and 
there are eight by-laws which 
relate to press advertising. Clause 
(c) of the objects of the associa- 
tion are set down as “to improve 
the standard and method of 
advertising and to maintain fair 
charges for advertising services.” 

The booklet was printed by the 
East African Standard. 


© FOCUS ON HOLLAND -—continued 


Belgium, Western Germany, 
Egypt and Colombia. 

The radio section, which was 
enlarged this year by various 
foreign brands, attracted much 
interest. Orders for Dutch auto- 
matic radio-gramophones were 
placed by the S, Western 
Germany and Egypt. 

Various orders for household 
and, luxury goods have been 
placed by buyers from the US, 
Canada, Surinam, West- and 
South-Africa, Egypt and Leba- 
non. Inquiries for smoker's 
requisites were also widely 


_ received. 


Exhibitors in the jewelry 
section were very satisfied and 
most of the firms gained higher 
turnovers than last year. Good 
business was also done in gold 
and silverware. 

For the leather goods section 
the fair was especially good. One 
firm sold in one day 5,000 ladies’ 
bags. Foreign department stores 
placed orders and some exhibitors 
established contacts with im- 

»rters in Canada, Dutch Antilles, 

rinam, East Africa, Belgium 
and France. Exhibitors of 
furnishing textiles and small-size 
furniture were satisfied on the 
whole and some firms did excel- 
lent business. Sales in the toy 
section were remarkably high. 


New types of packaging 
machinery will be on show at 


A corner of the ladies’ shoe sec- 
tion of the Utrecht Autumn Fair. 
Dutch imports have increased 
substantially according to a recent 


official report. This market of 
some 10,609,000 ople offers 
good prospects for British traders. 


the Netherlands Packaging Fair 
(the third) which is to be held 
in the RAI building at Amster- 
dam from May 10 to 17. Total 
floor space of stands will be 
68,890 sq. ft., and so far registra- 
tions have been received from 59 
Dutch firms and from 21! foreign 
exhibitors who will be repre- 
sented by Dutch firms. Many 
novelties in the field of packaging 
will be on view, including a new 
substitute for corrugated card- 
board and many new plastic 
packaging materials. 
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Coben ek Mbt . 


AMALGAMATION 


A leading and progressive advertising agency is prepared to acquire other 
advertising agents in London or the provinces. 


The purpose of —e is to supplement an already large turnover and 
to provide revenue for additional specialist staff. The agency acquired would 
receive the benefits arising from an already existing staff of specialists. 


The proposed method of acquisition is by share transfer, and ultimate cash 
payment if desired. Existing staffs and agency identity would be retained. 
Existing management must remain for a period. 
This proposition is suitable for :— 

1. Owners who are contemplating retirement in a year or so. 

2. Owners who are faced with death duty problems. 


3. Owners who are still ambitious but need the specialist and financial 
support of a large organisation. 


We would also be interested in hearing from ambitious men of wide advertising 
experience who have contemplated starting their own business but who lack 
the necessary finance. 


Replies, which will be treated in the strictest confidence, should give the 
following preliminary information. 

1. Location of agency. 

2. Turnover. 

3. Profit Record. 

4. Number of staff. 

5. Management situation. 
This information can, if desired, be given anonymously through a solicitor or 


accountant. It is requested because it may save a number of fruitless 
interviews. 


REPLIES should be sent to :— 


“Advertising Agency” 
c/o JAQUES & CO., 8 Ely Place, Holborn Circus, London, E.C.1 
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In a highly competitive field 


a new product was launched so successfully 


that it gained 90% of a highly 


lucrative market. 


For details 


of the way in which Crane Publicity Ltd. 


can assist your selling and merchandising 


telephone EUSton 8061, or write to 


Adam House, |, Fitzroy Square, W.1. 


‘“ The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the a 
bs any 
ION iia F 
of any Newspaper hitting the nal 
in the on the head 
SCOTLAND 
and the LOWEST rate 132,860 


per inch per 1000 copies. 
It is the 
vated “ind yun’: | | TIMES 


printed 
DUMPRIES. 
THROUGH THE 


Ask for Specimen Copy, Rate 
\ > NN 
HOME COUNTIES 


Card, and Map showing where 
NEWSPAPERS GROUP 


the “Standard” circulates. 
HEAD OFFICE: 

TRADE 45/- S.C. inch 
Represented in London by 


133 High Street, Dumfries. 
WILL KITCHEN, Jnr. LTD. 


Telephone 19. 
BRANCH OFFICE: 

131 Fleet Sereet, E.C.4. Cencral 1960 
Head Office LUTON Phone 5050 


Castle Street, Kirkcudbright. 
Telephone 145. 


Adver £ Cc. W. Gilder 


LONDON OFFICE : 


E. Greenwood, Ltd., 
Strand, W.C. 
Telephone, City 5906-8. 
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Public Relations 


Octoper 28, 1954 


Wide 


Irish lecture course 


A™ indication of how public 
relations is growing in 
status in the Republic of Ire- 
land can be gleaned from the 
announcement that a course 
of 20 lectures on the subject 
is to ‘be run by the Dublin 
City Vocational Education 
Committee. 

It will be held at the Dublin 
High School of Commerce in con- 
junction with the Public Relations 
Institute of Ireland. 

Three years ago the same com- 
mittee sponsored a course of ten 
lecture - discussions on _ public 
relations at this school. Students 
over 21 who complete this new 
course and pass an examination 
at the end of it will be presented 
with a diploma by the Public Re- 
lations Institute over there. 


London lecturers 


Three London PR men will be 
going over to deliver lectures— 
R. A. Paget-Cooke, chairman of 
the council of the Institute of 
Public Relations here, Sir 
Stephen Tallents, public relations 
adviser to the Advertising Asso- 
ciation, and R. H. Moll, manag- 
ing director of Cockade Ltd. 

Other lecturers on the course 
will be Leslie A. Luke (McCon- 
nell’s Advertising Service), E. A. 
Lawire (PRO, Electricity Supply 
Board), Erskine Childers (former 
Minister for Posts and Tele- 
graphs), Leslie V. Whitehead 
(member of the council of the 
Irish branch of the Incorporated 
Sales Managers Association), 
Senator E. A. McGuire (manag- 
ing director, Brown Thomas, 
Dublin), Kevin McCourt (direc- 
tor, P. J. Carroll and Co., Ltd.), 
Mrs. Patricia Rushton (PR con- 
sultant), John Garvin (secretary, 
department of Local Govern- 


ment), C. E. McConnell (McCon- 
nell’s Advertising Service), Doug- 
Evening 


las Gageby (editor, 


Riding in the 1903 
Mercedes which 
toured London for 
five hours are Ne- 
ville Duke, the test 
pilot, and Princess 
Natalie Yedigaroff, 
who is awarding £5 
every day until De- 
cember 11 as sub- 
sidiary prizes in 
the Lex Garages 
competition for 
motorists. 


ranging syllabus for 


Press), G. V. Mahony (Henry 
Ford and Sons, Ltd., Cork), 
David Hayes (PRO, Aer Lingus) 
and T. J. M. Sheehy (chief press 
and public relations officer, 
Fogra Failte.) 


* * * 


Drive a vintage car down the 
street and everybody will stop 
and stare. It does not have to be 
Genevieve. Any pre-1914 model 
will do. 

Lex Garages Ltd., used a 1903 
Mercedes to publicise a competi- 
tion for motorists with the first 
prize of a trip to Bermuda for 
two people or £1,000. The car 
toured the streets of London for 
five hours on the opening day of 
the competition. It was accom- 
panied by a Land Rover carrying 
promotional bill-boards. 

This public relations venture 
was supported by advertising in 
the London evening and subur- 
ban newspapers. 

Erwin Wasey and Co. Ltd. 
handled the scheme. 


* * * 


Pustic relations is again 
taking the air. Recently this 
column reported how representa- 
tives of the Campbell Clan in 
America were being flown ‘to 
Scotland for a “haggis and bag- 
pipe” beano and how KLM were 
flying representatives of the 
European transport system to 
Australia to announce the open- 
ing of a new service. Now, 
Trans-World Airlines are playing 
a major part in the Brewers’ 
Friendship Tour of Europe. 

A TWA Constellation is to 
take American brewers and 
others interested in the business 
(who isn't?) to such famous 
European breweries as Guinness 
of London, Heineken in Amster- 
dam, Tuborg in Copenhagen, 
Carlsberg in Copenhagen, Weils- 
mans in Brussels and Loowenbrau 
in Munich. 
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RITICAL as they are, the gentlemen of the Press have 
been known to applaud, and in fact we have come in 


Applause 


for our share. For example, the editor of a publication of 
some distinction sent this bouquet : “..... How much I 
From CHE appreciate the good work of your craftemen in producing 
our blocks. The cover was an absolute masterpiece and the 

Press half-tones most deep and even.” 

There are indeed not a few such people, whose opinions 
we value, who appreciate both our craftsmanship and the 
interest we take in our customers’ problems. To quote from 
another letter : “I am extremely grateful to your organi- 
sation for the way in which you have looked after us 


and for the excellence of the work you have done.” 


Service in the Spirit of Helpfulness 


Hake CMA SOM 


111 SHOE LANE LONDON EC4 Central 6555 Eighteen Lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 
Process Engravers ~ Creative Artists and Photographers 
Advertisement Typesetters - Electrotypers and Stereotypers 


a. | Cnn eee 245 eT 
a pl 
‘ ™ 
| 0 c ef 
i Zé eC — % | 6 & ) oa 7 
ir ; 2 %, ot 
BS we Grae : 
P AT ¥: Ky Vac 
% \s ta , 
e ‘ } ail i Ra. ace RS - f . * 2 Ae 
j a ae oe, | ae ' = 2 a 
2s 1 a Se ere ? — ‘ 
ly = a wa) wh . 
| . bs | sr i 
: NS \ y an - 
a — * ae : 
4 e. 2 be 
, : 
c ; 
7 g 
% i 
, ES 
“ ie 
- = 
yi 
, a 
; 
; a 
. a Root Slee a a ee g2 RE ca - i a os Bi ES ; 


ADVERTISER'S WEEKLY 


xhibition controller 


REQUIRED 
by 
THE NATIONAL TRADE PRESS LTD. 


This is an excellent opportunity for a man who has had 
previous exhibition experience and who understands 
the technical aspects, costings and general 

organising requirements of exhibitions. Applicants 

for the position must have a good selling 

record behind them in this field. 


The National Trade Press already organise a number 
of successful specialised trade exhibitions, 
to which more are to be added. 


Applications in the first instance must be made in 
writing, indicating technical experience, 
selling record and salary required, to :— 


Vv. G. SHERREN 
THE NATIONAL TRADE PRESS LTD., 
DRURY HOUSE, RUSSELL STREET, LONDON, W.C.2. 
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Portraits 
by 
BARON 


Specially taken for 
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There are some people—not easily compre- 
hended by thew fellows—who, with every 
opportunity to take things easy, persist in doing 
a good day’s work. Of this odd type a conspicuous 
example is Esmond Cecil Harmsworth, Viscount 
Rothermere, chairman of Associated Newspapers, 
chairman of the Newspaper Proprietors’ Association, 
and chairman of the Newsprint Supply Company. 

Ifo inherit a great newspaper empire is easy 
enough—if one is lucky enough. But to keep it 
great, in one of the most fiercely competitive of all 
fields, is—tell, not so easy. And to preside for 
many years over the NPA—he is the only newspaper 
proprietor to attend this organisation of managers— 
in a period of growing trade union activity, and over 
the Newsprint Supply Company in an era of 
restrictions—these may be sidelines, but they are 
not sinecures. 


Despite this impressive testimony, the newspaper 
industry is not his only loyalty. “My two parishes 
are Fleet Street and Newfoundland,” he says. 


It will be remembered that it was Lord Northcliffe 
who founded the great Anglo-Newfoundland Com- 
pany. Not for nothing is the name of Harmsworth 
revered throughout that province. Lord Rother- 
mere’s ties with Newfoundland are not merely 
commercial and industrial ; its University, of which 
he is Chancellor, is dear to his heart—and, if the 
well-known Harmsworth munificence counts for 
anything, may well prove dear to his pocket ! 


But though the two “parishes” may share in 
Lord Rothermere’s affections, there is not much 
doubt which of the two really keeps him busy ! 


CONTACT. 
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UNBEATABLE POWER .. 


Take any mass market product for which you are responsible—a new product, an old 
favourite, perhaps something fiercely competitive and needing a stimulating sales tonic. 
Imagine your powerful advertisement for this product appearing simultaneously or 
staggered in Odhams Big Three. 


What do you get? From WOMAN-—a direct contact with over 3,000,000 women. 
From JOHN BULL—straight into the homes of almost 1,200,000 families. From | 
ILLUSTRATED ~— another 1,000,000 families. All A.B.C. guaranteed ! 


Total readership according to L.I.P.A. nearly 15,000,000—over 9,000,000 of them 
women. Duplication low. Coverage nearly half the mass market. 


UNBEATABLE POWER !_ Especially when you consider that 
with all the might of Odhams Big Three come such advantages 
as next- or facing-matter positions only, long visual life, full- 
colour and, WHAT IS MORE IMPORTANT, the friendliness 
people have for a paper that is as pleasant and regular a part of ~ 
their lives as a pay packet. Use the Big Three for a really big 
attack in 1955. 


ODHAMS \R 
BIG THREE 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE. LONDON, W.C.2. 


TEMPLE BAR 2448 
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Direct Mail in Action 


OctToser 28, 1954 


How to plan the print and paper for a 


successful advertising campaign 


HERE is an old saying that 
a chip can be spoiled for a 
ha’porth o° tar and it might 
also be said that the same ship 
might be spoiled by the way in 
which the tar, however good, 
was applied. 

A piece of printed matter does 
not just happen, it is carefully 
planned, if the desired results 
are to be obtained and schedules 
maintained every stage of pro- 
duction must fit into the over-all 
plan 

Let us examine together your 
proposed piece of print and trace 
its progress from the manuscript 
to the finished job. 


Clear and readable 


You are, of course, quite sure 
that the copy is clear and easily 
readable. If you have made a 
dummy or “mock-up” layout with 
manuscript attached, check that 
the paragraphs and illustrations 
are carefully keyed up by letter 
symbols and with the correct 
page numbers. Number all loose 
pages of manuscript. 

Have you “cast-off” the copy 
to find out if it will fit the space 
allowed?) You should: it is not 
difficult and most printing text- 
books explain the operation in 
detail, Be clear and concise 
Write your instructions in the 
margins. Use plain English. 

The copy sent to the printer 
should be as final as humanly 
possible: author's corrections 
can be costly, can waste pre- 
cious time, and if extensive 
can mar the balance of the 
whole layout. 

You have, no doubt, chosen the 
new “Wogga-wogga” bold italic 
and the 9-point “Popocatepet!” 
for the text! Typography to the 
typographer. The perfect choice 
and use of type faces and type 
sizes is a skill which requires 
study of the history and develop 
ment of type faces coupled with a 
sense of artistic balance. 


Need for caution 


Type has an element of func 
tional fitness and discreetly used 
may well emphasise the under 
lying theme, as for example a 
heavy sans serif to suggest 
strength and rigidity or a hair 
line character for delicacy and 
lightness, But caution is needed 
It does not follow that every 
shade of meaning may be sug 
gested by a change of type face 
or the result will look like a type 
founders’ catalogue 


The proper use of typography, print processes and paper 

is of the utmost importance in the carrying out of any 

advertising campaign employing the techniques of direct 

mail. This article forms a chapter in the new standard 

work on direct mail advertising.* The progress of a 

piece of print is traced from the manuscript stage to the 
finished job. 


Some type faces, like stars of 
the entertainment world, have 
their day and fade away ; others, 
in the cycle of time, reappear in 
new guise; while the classics 
remain unblemished and un- 
affected by time or fashion. 

It would be quite impossible to 
catalogue all the faces in current 
use, or even the groups of faces, 
within the limits of this article. 

For text faces the choice is 
wide. For display faces the 
larger sizes of text faces are in 
constant use including all their 
variants such as light, medium, 
bold, extra bold, condensed, con 
densed bold, bold italic, shadow, 
outline, etc. (these are all varia 
tions of a basic face). In addi 
tion, as fashion dictates, are 
dozens of faces enjoying a revival 
or a period of stardom: your 
printer or typesetter should know 
them and their relative popu 
larity. 


List of faces 


Each printer has his own 
pet choice, but one can safely 
say that the following short list 
covers a fairly representative 
grouping : 

Old Face: Bembo, Baskerville, 
Caslon, Estienne, Fournier, Gara 
mond, Granjon, Plantin, Poli 
philus, Van Dyck. 

Modern: Bodoni, Bell, Scotch, 
Walbaum. 

Old Style: Caslon, Imprint, 
Times New Roman. 

Display: Brush Scrip, Ber- 
nard Cursive, Bodoni. Corvinus, 
Chisel, Egmont, Gill Sans, 
Legend, Madonna Ronde, Play- 
bill, Prisma, Rockwell, Signal, 
Slim Black, Teachest, Times, 
Trafton Script. 

Keep a look out for styles of 
types which suit your taste and 
collect as many specimens as pos 
sible. Bear in mind that other 
type-founders frequently issue a 
near comparison to the face you 
like so much, but find so difficult 
to obtain 

The choice of type faces and 
layout are inseparable as the 


*How to Sell Successfully by Direct 
Mail, by J. W. W. Cassels, published 
by Business Publications Ltd., in asso- 
ciation with B. T. Batsford Ltd., 21s 


weight and tonal value of a type 
face is virtually part of the lay- 
out itself. 

The designing of a printed 
work is aS much an art as the 
designing of a picture and has 
the same object in view. But in 
practice layout is largely con- 
temporary and if you live long 
enough you may perhaps see the 
re-appearance of typographic 
design which faded out many 
years ago Whatever the style 
of the period the object is the 
same: to draw attention to what 
you have to say and to give 
emphasis to the more important 
parts of your message. 


Effective whispers 


Emphasis can be directed by 
many methods. The tendency of 
previous years was to outshout 
one’s competitors. This fashion 
also led to over-emphasis within 
the advertisement itself with the 
inevitable result that the selling 
point was frequently unable to 
make itself heard above the din 
of the much less important lines 

A whisper can be just as effec- 
tive as a shout and often much 
more dramatic. 

The proportion of “white” to 
printed matter not only contri 
butes to balance and appearance 
but aids emphasis. In book work 
margins are an important feature 
and have a great effect on the 
tone of the book. Note the lavish 
margins on special editions and 
prestige books, and notice also 
their nicely balanced proportions 
of 1} backs (inside margins), two 
heads, three fore-edge (outside 
margin) and four foot. 

Brochures, even catalogues, 
are essentially book work. But 
you will rarely, if ever, need 
lavish margins an attractive 
proportion for commercial work 
might reasonably be one backs. 
1} heads, two fore-edge, and 
24 foot 

Make every endeavour to draw 
your reader's eye to the selling 


point of your page. Not, please. 


always by arrows or pointing 
fists, but by subtle suggestions of 
the sweep of the page. Turn the 
face of your illustration inwards, 
to look upwards from the foot 


POINTS FOR 
ADVERTISERS 


SED with skill and 

great care direct mail 

can achieve a fourfold pur- 

pose in an advertising cam- 
paign. It can :— 

@ Tell the right people, 

about 

@ The right goods, at 

@ The right time, and in 

@ The right way. 

The manner in which the 
pieces are presented is of 
crucial significance. This 
article advises how each 
piece can be made to 
work hard. 


or downwards from the head 
Lead the eye by smaller, lighter 
type to the selling line which 
stands supremely isolated. And 
do not add a word more than is 
absolutely necessary 

The main factors to be con- 
sidered in deciding your printing 
process are quantity, speed re- 
quired, art work available, sales 
effect to be gained, utilisation of 
existing originals or blocks, paper 

and cost. 

Let us glance at the main pro- 
cesses. 

Letterpress is the most com 
monly used process. The printing 
surface stands above the sur- 
rounding metal in relief. The 
printing surface is inked by 
rollers and is then pressed di- 
rectly on to the paper. Its defini 
tion is sharp and clear, colour 
work is brilliant ; practically any 
kind of paper may be used ; it is 
flexible in that alterations can be 
made, if need be, right up to last 
moment before going to press 
and even on the machine during 
the run: and under certain con- 
ditions it is as economical as any 
other process. 


Letterpress features 


Ihe recognition features of the 
letterpress process are sharpness 
of detail, density of colour, ten- 
dency for the ink to squash out 
to the edges of type, slight im- 
pression visible on reverse of the 
paper. 

Ihe lithography process is ex- 
tensively used for all classes of 
work and is most versatile. The 
printing surface is on the same 
level as the surrounding plate; 
the surface is greasy, the sur- 
rounding plate water-wet. Ink is 

@ Continued on page 252 
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Direct Mail Shots 
DIRECT ENOUGH? 


BIA provides the most accurate mailing service 
to any trade, profession or organisation here or abroad. 

BIA lists of addresses fall into many thousands of different classifications — and 
each one lists potential customers you are constantly trying to reach! The simplest 
way to reach the man most likely to buy is— write to him direct, using BIA 
addresses. Remember — when you introduce your product to your customer 
through Direct Mail, it’s a personal introduction. 


Biggest customer-coverage — least cost 
Direct Mail is a specific medium your agency cannot afford to ignore. For the 
coverage is highly accurate; the cost astoundingly low. 

Many, many years of careful, cross-checked research have towards com- 
‘piling BIA’s comprehensive address lists. Each list is constantly brought up to date, 
io tet Giney Wh sediles chet ofl ull taney 9 Go panglb gon ent 


Whatever your market, 
IT’S LISTED! 


Tinker, tailor, soldier, sailor, rich man — 
you'll find them all in the new BIA catalogue, 
with the number of available addresses and cost 
alongside. Birth lists? Yes, Old Reptonians? 
Yes. Even tattooists. Best thing, though, is to 
see for yourself. Send today for the free 
BIA catalogue. Just let us have your letterhead 
—or phone us direct, quoting Dept. B. 
(You'll find all information about prices and 
so on in the front of the catalogue). 


BRITISH & INTERNATIONAL ADDRESSING LTD 


BIA House, Dept. B, Chalton Street, London, N.W.1 - Tel: EUSton 5262/6 
MEMO: No sales office is complete without the BIA Mailway Catalogue 
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> we like 


our share 


of cream 


The big ten-shot-in-six-colours 


creative jobs are the cream of direct mail and of 


course we like working on them, But CL isn’t an 


agency that thinks only in terms of fabulous campaigns. 


We devote just as much of our time and care to 


fecsimile letters, list building, addressing and mailing 


--Jn fact our departments for handling these everyday 


jobs have been developed to give a specially good 


service. That's a point to remember when you're 


planning your next mailing. 


Cu 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


In the past so-odd years we've 
grown roots without going to 
seed. FACTS AND FIGURES will 
prove it. We'd like to send you 


a copy. 


Alexander House * Shaftesbury Avenue - wc2 ‘ Temple Bar 264: 
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rolled over the whole plate but 
is repelled by the water, thus 
only inking in fact the printing 
surface which is pressed directly 
on to the paper. In offset litho 
the printing surface is pressed 
first on to an intermediate rubber 
or plastic mat which in turn 
transfers the image on to paper. 
It is quite economical for type 
and line as much of the work 
may be done direct on to the 
plate. As a process it is fast: the 
preparatory work required is 


much less than for letterpress 
' and the speeds of machines 
higher. 


Delicate and uniform 


In colour work litho is capable 
of extreme delicacy and uni- 
formity over large areas of 
colour. One of its disadvantages 
in the sphere of colour is the 
need for more workings in order 
to arrive at an exactly desired 
result. 

Smooth graduation of tone 
and a softness of texture are 
generally typical of this process. 
Type matter is not usually so 
sharp as when printed by letter- 
press; one of the points of recog- 
nition is the slightly furry effect 
on the outline of the type. Half 
tones lack the density of letter- 
press or photogravure but have a 


ag ee of graduation which is 
in itself another feature of re- 
cognition. 


All illustrations and type are 
incorporated in one printing 
plate and it therefore follows 
that “authors” (corrections) in- 
variably mean a new plate. 
Therefore, allow no corrections! 


Tonal value range 


Due to the cost of preparatory 
work photogravure is expensive 
for small quantities but this pro- 
cess is capable of a great range 
of tonal values and exquisite 
colour reproduction. The print- 
ing surface is below the level of 
the surrounding plate. The cy- 
linder or plate is immersed in 
ink, a knife (“doctor blade”) 
then removes the ink from the 
top surface leaving the ink only 
in the printing face below. The 
plate is then pressed into the 
paper to transfer the image. 
Faithful reproduction may be 
reached with fewer colours than 
by photo-lithography. The type 
matter bears on its edges one of 
the hall-marks of photogravure, 
the regular broken formation of 
the screen. But the general 
eect, especially in colour work, 
is much brighter and sharper 
than litho—albeit less sharp and 
intense than letterpress. 

This process is much used for 
periodical publications and the 
printing of continuous wrap- 
pings, and is generally run at 
very high speeds. 

As in litho printing the whole 
of the printed matter, whatever 
its character, is complete on the 
plate or cylinder and the same 
remarks concerning corrections 
apply. 


The differences in productive 
capacity of printing houses, the 
degrees of specialisation and the 
quality of work demanded make 
it impossible to lay down hard 
and fast rules for economy of 
process. The following sugges- 
tions are intended to be no more 
than generalised examples. 
Single leaf one side only, 
with type-set copy, some rule 
work, line blocks only, using 
one of the cheaper printing 


papers : to 50,000—letterpress 
or “office” litho. 
50,000 to 100,000—offset 


litho or rotary letterpress. 


1,000,000 — sheet photo- 
gravure. 

2,500,000 — rotary photo- 
gravure. 


Illustrated leaflet, using half- 
tones with 25 per cent illustra- 
tion, 75 per cent type: 

To  50,000—letterpress 

“office” litho. 

About 250,000—offset litho. 

1,000,000 and — rotary 
gravure (especially if folding is 
upwards done on printing 
machine). 

If colour work is required it is 
usually more economical to use 
offset litho between 100,000 and 
1,000,000, rotary gravure for 
1,000,000 upwards. 


Competitive process 


Booklet and pamphlet work— 
say 16 pp., quarto shape, with 
50 per cent illustrations, 50 per 
cent type, requiring good quality 
work : 

To 100,000—letterpress. If 
monochrome or in two colours 
litho would also be competitive. 

Over 100,000—rotary gravure 
or web-fed offset would prob- 
ably be competitive. 

In any of these instances, if 
alterations after type setting are 
anticipated then letterpress would 
be the best choice. 

There are a number of ways to 
produce a duplicated letter with 
the personal touch. Such a letter 
will be most effective when it 
appears to have been typed 
specifically for the receiver. The 
body of the letter is in fact mass 
produced, while the name of the 
addressee is matched in on a type- 
writer. It is vital that the type- 
writer ribbon provides a perfect 
match—and that the typist lines 
up carefully. A facsimile signa- 
ture of the sender, in coloured 
ink and looking remarkably like 
the original, can be worked as a 
separate run sometimes on the 
duplicating machine, sometimes 
on a separate litho machine. 

Among the various methods 
employed to produce such letters 
are : 

Litho—by the “legitimate” 
direct or offset litho and also by 
the “office” type of machine, 
many of which are now being 
employed by professional prin- 
ters. Some of these latter 
machines are ideal for this class 
of work : for shorter runs the 
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THESE POSTAL PACKETS 


COMPLETELY SAFEGUARD. YOUR VERY 

VALUABLE PRINTS, DRAWINGS, DOCU- 

MENTS, ETC., WHILST IN COURSE OF 
POSTAL TRANSIT! 


ADVERTISER'S WEEKLY 


GOOD QUALITY 
WELL-GUMMED 


POCKET-SHAPED 


ENVELOPES 


WITH LOOSE 


UNIQUE, RIGID 
FIBRE BOARDS 


ONE BOARD PER ENVELOPE 
(EXTRA BOARDS QUOTED FOR — UPON REQUEST) 


7 


9 
Envelope sizes——>» 74x5 84x64 9x6 94 x 6h or 10x7 104 x 8h 114 x 94 12x9 12x10 12h 10h 13x11 14K9 1S 10 1Shx 12) 16% 12 ms 144- 
toes 2 a Nttel ane ; rite ails AVY 


s. ) 100 19/6 21/- 30/- 
87/- 9%6/- 130/- 
162/- 180/- 250/- 
Fibre Bds. ) 100 21/2 — | 23/- 266 29/3 30/6 
with Heavy 1019 1093 125/- 1389 183/- 


146 163 163 
6 72- 7 
1263 137/- 137 


Fibre Bds. 
with Thick 
Buff Envs. 


33/6 - 
145/- : 
280/- 

43/3 46/- 

205/- 2186 237/6 
399/3 425/6 4633 


Ribbed Envs. 198/3 212/9 245/6 270/- 356/- 


ee 


4 
205/- 
3%6/- . - §60/- 
59/9 73/9 «74/9 50-62/6 
2844 261/3 2864/4 350/- 355/. 100-122/11 
553/6 5086/6 553/6 681/9 691/9 COMPLETE 


‘ PLAIN 
59/9 BUFF 
285 ENVELOPE 
= ite ee 
_ FIBRE BD.) 


270/9 
527/3 


| HEAVY AMBER ENVELOPES (+27?) 21" x 164" — 36/-ro= 5Q | He Gar aguas’ | 


TERMS: Nett Cash. Tax and Carr. Paid, Prompt Despatch. 


x pioneered by WILLIAM 


THE FIBRE BOARDS CAN BE SUPPLIED IN ANY Ww A R D 


SIZES (QUOTATIONS AGAINST SPECIFIC EN- 
QUIRIES). ALSO WITHOUT ENVS. iF THE 
LATTER ARE NOT REQUIRED. 

MAIL ORDER STATIONER 


(The Units can be converted into tuck flaps for ‘' Printed-Poper Rate” — quotations gladly, against specific enquiries.) 


87 BROWNLOW ROAD 
SOUTH 


SHIELDS 


WAREHOUSE: 48/50 CUTHBERT STREET 
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You want to bring down 

whole customers—not just 

their tail feathers. There 

are many occasions when 

direct mail can do what no other 

form of publicity can attempt. But 

every shot must be well aimed, well timed, 

fully charged. Above all you must be quick on "22 23- 


the draw ...to-day’s sales news is to-morrow’s stale news. 


Gestetner is the perfect for sales letter 
production. It is simple, fast, efficient, infallible. A 
Gestetner duplicator guarantees consistently excel- 
lent reproduction, whatever the length of run. 
The Gestetner process offers unlimited scope for 
attractive art-work and versatile presentation. 


Gestetner in your own office, makes you independen: 
of all outside services, No correspond , no tele- 
phoning, no misunderstandings, no delays. What 
you say goes—to the right people, at the righ 
time, in the right way. 


Gestetner ensures a good reception for your letters. 
Faultless copies create favourable impressions. 


Gestetner duplicating is not only fast and efficient 
—it is economical. Whether your demands are 
continuous or occasional, for long runs or short, 


there is Gestetner 
ao a designed specifically to 


Gestetner versatility means useful employment 
between direct mail shots. And to the sales planner 
it can mean the difference between success and 
failure, With the Gestetner process at your dis 


you can translate a snap decision into swift and 
effective action. 


Get busy, Get business 
Gelelaer 


GESTETNER LIMITED, ALDWYCH HOUSE, LONDON, W.C.2. 
HOLborn 8700 


Get 
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letter may be typed direct on to 
a metal plate and run off immedi- 
ately ; for longer runs a skin or 
sheet is required. 

Letterpress — from typewriter- 
type printed on a platen or 
similar machine through a sheet 
of inked ribbon material. This 
most closely resembles a typed 
letter. 

Normal letterpress—using type- 
writer type, but not attempting to 
imitate the texture of typewritten 
matter that inked ribbon can 
give. 

Duplicators—using ink, and a 
wax pencil. 

Duplicators—using spirit, and 
a hectographic master. 

Typing—-the Americans now 
have a machine which can type 
20 identical letters at once. 


Silk screen process 


What about silk screen? This 
comparatively junior process is 
making great strides. The typical 
built-up effect of each colour 
printed on top of the others gives 
distinction and brilliance to work 
so suited to such treatment. It 
also has the advantage of not be- 
ing fussy about papers. It is 
economical for short runs of 
individual character, and is there- 
fore used for posters; display 

jeces and cards; short-run 
ene Ab mailing cards and 
other mailing material requiring 
bright colours. 

In terms of pictures or illustra- 
tions for use in advertising, only 
the clean, smooth, polished work 
of the commercial studio or the 
professional illustrator is good 
enough. Beware the director 
whose charming daughter “paints 
beautifully”: you must develop 
all your persuasive powers to 
divert him. 

Lettering or tints should be 
separated from __ illustrations. 
Where lettering is intended for 
overprinting on an_ illustration 
this should be drawn on a trans- 
parent overlay to the same scale 
and the position indicated. 


Use_of_photographs 


Photographs should be sharp 
and clear but should also contain 
a wide range of tone values. 
However sharp it may be, a “soot 
and chalk” picture looks appal- 
ling in print ; by and large letter- 
press and gravure need a g 
deal of contrast—litho, by its 
very effect, asks for less. 

There are two basic categories 
of illustration: line; and con- 
tinuous tone. 

Line illustrations are made up 
simply of solid blacks and solid 
whites with no_ intermediate 
“grey” tone between ; continuous 
tone illustrations will have both 
solid blacks and solid whites but 
between them can be any com- 
bination of the two making a 


| “grey” tone. Wash drawings or 


photographs are typical of con- 

tinuous tone illustrations. 
Illustrations for letterpress re- 

production only, line or half-tone. 


will need blocks; in order that 
the block may fit a given space 
the original photo or drawing 
should scale up or down a 
diagonal line drawn from corner 
to corner. If you prefer a 
formula : 
block width x depth of original = block 
width of original depth 


If the shape of your original 
will not conform then a portion 
of it should be masked until it 
does (or alternatively the space 
altered to fit the original). 


Original photographs must be 
treated with respect if good 
blocks are expected. Do not 
write instructions on the back 
with a hard pencil or a ball point 
pen; always use a thin overlay 
on which to indicate size or other 
instructions, pasting this lightly 
at the head on the reverse side 
of the print and folding over to 
cover the front. Don’t fasten 
your photos together with a pa 
clip, it marks the surface. Do 
not roll them: keep them flat 
and when sending through the 
post provide stout top and 
bottom boards; cracked originals 
may mean costly retouching. 


If originals for line or tone 
work will all scale down to the 
same reduction, they may be 
stuck down closely together on a 
piece of white board leaving 
about half an inch between each, 
thus gaining the advantage of the 
cheaper blockmaking rate for a 
larger area. The minimum area 
for a block is 14 square inches, 
line or half-tone; colour half- 
tone 40 square inches. 


Four colour lines 


It may so happen that you are 
incorporating some extremely fine 
black line work in your letter- 
press colour illustrations and un- 
less you instruct otherwise the 
blockmaker will produce these 
fine lines in all the four colours. 
They can easily be omitted from 
the yellow, red and blue blocks 
and will look sharper, blacker, 
more delicate and save time and 
money in the register of the 
colours when printing. 


A wide variety of tints may be 
employed in conjunction with 
line drawings to obtain special 
effects on line blocks. These 
tints may be added by the block- 
maker and it is usually sufficient 
to indicate on an overlay (with a 
soft blue pencil) the area to be 
covered and the code number of 
the stipple or tint. Ask your 
blockmaker for his book of Day 
mediums or mechanical tints. A 
similar treatment may be applied 
to work printed by photolitho. 


For line, tone or colour it is 
desirable that art work should 
not be less than 14 times nor 
more than twice the size of the 
finished product. Indicate to the 
artist what screen you intend to 
use and he will control the 
contrast accordingly. In the use 
of a coarse screen the texture of 


@ Continued on page 256 
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AA 


planned schedule will give 


better results for 1955 


MAILING SCHEDULE FOR 1955 G 
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“DIRECT MAIL CENTRE LTD 
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CHAncery 5778 (4 lines) 


ASSOCIATE COMPANY FOR PRODUCTION AND PRINTING 


THE FACSIMILE LETTER PRINTING CO., LTD. 


THE GREEN BANK PRESS - BRAIDWOOD STREET «+ LONDON, S.E.!. (4 lines) 
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‘“‘How’s Your 
Order Book?” 


No business can be unaffected by the wanes from the sellers’ to the 
buyers’ market. Nowadays business must secured against growing 
competition. 


Publicity in the form of colourful brochures, price lists, leaflets, window 


bilis and sales letters for direct mail advertising is a growing need for 
every business and industry. 


This calls for printing of a high standard which must also be economical 
if selling costs are to be controlled. Speed and versatility, too, are 
important to exploit every condition the market. The answer is 
obviously Rotaprint, a machine which can print your typewritten sales 
letters and letterheading in one operation, then print the reply-paid 
cards and follow up with a piece of multi-colour sales literature. 


Rotaprint is undoubtedly a business-getting machine, but it will also 
cater for all your office stationery, ruled forms and duplicating, and 
thus spread its overheads over all departments. 


Rotaprint takes up little room, is simple to operate and produces work 
of really first rate quality. It is certainly worthy of your further 
investigation from the point of view of economy and convenience. 


As a first step, send in the Enquiry Form below for details of the models 
available, and some typical examples of work. No obligation whatsoever. 
A Technical Representative will call only at your invitation. 


HONEYPOT LANE, LONDON, N.W.9 
Tel : COLindale 8822 (12 lines) 


ENQUIRY FORM 


Please send, without obligation, printed specimens and full details of Rotaprint. 


NAME 


DEPARTMENT 


Pin this Enquiry Form to your leccerheading and post to 
ROTAPRINT LIMITED, Honeypot Lane, London, N.W.9 
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Direct Mail in Action 


the work should be kept fairly 
open and the contrasts sharp. 

Duplicates of line or tone 
blocks can be made. They are 
called stereos (alloy of tin, lead 
and antimony) or electros (essen- 
tially copper-faced stereos); the 
latter are harder faced, therefore 
more suitable for half-tones. 

What paper shall we use 
for the job? There are two 
main considerations to govern 
our choice: the suitability to 
the finished job and the tech- 
nical requirements of the 
printing process. 

Let us first examine the ques- 
tion of suitability. What is the 
purpose of the job and what kind 
of treatment can be expected 
from the receiving end? 


Expressing Ggnity 


If the purpose is to express 
quiet dignity, then a matt art or 
an offset cartridge is indicated ; 
a surface which has been grained 
after printing will also give this 
effect. For a more “glossy” and 
luxurious effect a coated paper is 
needed. 

A good-quality, heavy white art 
for a luxury television and radio 
leaflet suggests expensive taste ; if 
the leaflet carries four colour 
illustrations, such a paper will go 
far to ensure a high standard of 
reproduction. 

On the other hand, a reminder 
leaflet for a carpet cleaning ser- 
vice in three colours, using type, 
line and text, would be quite 
adequate on a super calendered 
printing, or an imitation art. 

It is necessary to decide what 
amount of wear and tear the 
mailing will be subjected to and 
what is its expectancy of life. It 
is obvious that a leaflet contain- 
ing working data to which fre- 
quent reference will be made in 
order that an article may function 
properly should not be printed on 
cheap newsprint. We might con- 
sider as extreme examples a four- 
page insert covering perfumery 
delicately printed by offset litho 
on a featherweight strong mani- 
fold of a substance of large post 
14 Ib./1000, and by contrast a 
certificate of guarantee printed by 
letterpress on a tinted imitation 
vellum, substance of double demy 
140 Ib. / 1000. 


Character of type 


Letterpress printing from type, 
blocks, stereos, electros, plastic or 
rubber plates can be done on 
most papers, but consideration 
should be given to the character 
of the type face in relation to the 
texture and surface of the paper. 
For instance, Caslon, one of the 
classic type faces, was designed 
for antique paper and still looks 
its best when so used ; the thick- 
and-thin design of Bodoni will 
lose the hairlines on such a coarse 
surface and needs a super calen- 
dered or coated stock. 

For half-tone work the question 
of the surface of the paper imme- 
diately becomes vital: the finer 


the screen used, the better must 


be the surface. It is general prac- 
tice to specify 65 to 85 screen for 
newsprint, 120 for imitation art, 
133 and upwards for art papers. 
The remark “133 and upwards” 
might lead to confusion, and it 
is as well to note that 133 screen 
is generally considered perfectly 
suitable for first-class commercial 
tone work. Screens of a closer 
dot than this are usually reserved 
for minute work, and call for a 
high degree of skill both in block- 
making and printing. 

Offset litho, by virtue of its 
special feature of printing from a 
rubber blanket, is hardly limited 
in choice of papers. Other than 
a cheap newsprint we could safely 
use almost any kind, but naturally 
a relatively smooth surface would 
be required for tone work. 

Photogravure is a process 
which is also able to produce a 
good job on nearly any kind of 
paper, but to be used to its best 
advantage it requires a paper that 
is resilient, fairly smooth, not too 
hard and free from grit. 

Paper manufacturers issue 
sample books for the use of 
buyers and students, apd these 
give excellent information regard- 
ing sizes and weights of the 
various samples included. 


Choosing good paper 


It is only by experience and by 
handling paper that you will 
become one of that select band 
who can pick up a sheet of paper, 
shake it, hold it up to the light, 
rub it lightly between finger. and 
thumb, and then describe its 
finish and weight to a high degree 
of accuracy. But it is worth 
learning the elements of good 
paper. 

Hold the sheet of paper up to 
the light to judge the “look- 
through”: it should have a uni- 
form texture. Consider its 
opacity: is it too transparent and 
will the printing show through ? 
How thick is it: will it fold 
neatly ? If it is a coated paper: 
is the coating evenly laid? If 
you are in doubt if a paper is 
really coated, bite the corner: 
the coating should adhere to 
your teeth. Another test: the 
edge of a silver coin drawn 
across the surface of the paper 
should leave a dark line. By 
pressing a moistened finger on the 
sheet you can see the effect on 
the coating: if the coating comes 
away very easily on your finger 
it is a fair indication that the 
same thing may happen during 
printing. 

In recent years considerable 
development has taken place in 
the manufacture of coated papers, 
and some classes of work may 
now be printed with economy on 
what are known as “process 
coated” art papers. 

Again, a point to remember is 
the preference for an imitation 
art for a job which is likely to be 
exposed to extremes of humidity, 
as it will retain its appearance 
much better than a coated paper 
under similar conditions. 
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ADVERTISER'S WEEKLY 


Startling Results of Direct Mail Advertising 
Proved Methods and Schemes that 


UMEROUS opportunities of in- 
creasing sales and building 
up businesses quickly are being missed 
because many firms, and even some 
advertising practitioners, do not realise the 
potentialities of direct mail advertising. 
Consider a few examples of its pulling 
power : 

A manufacturer of réady-to-wear Scotch 
tweed skirts, faced with keen competition, 
sold his entire output by means of weekly 
direct mail shots. £8,000 of voltage 
stabilisers were sold by direct mail at a 
cost of only £85. A clever direct mail 
scheme brought £65,000 worth of new 
business for RADIO TIMES. An advertising 
Agency secured new clients by “ educa- 
tional’ mailings to selected prospects. 
One sales letter to 10,000 names produced 
1,850 enquiries for T. B. Ford Ltd. An 
agricultural supplier secured per £100 
mailing cost a turnover which ranged from 
£318 to £1,647 according to prospects. 
Solarbo Ltd. opened 135 new accounts by 
means of a single sales letter to 2,526 
schools. A letter to. 11,000 business 
executives pulled 2,970 enquiries for 
office equipment. Nearly £10,000 business 
was secured from a mailing list of expectant 
mothers. Circularising sold more chauf- 
feurs’ uniforms at a lower cost per sale 
than any other method used by the makers. 

Many more examples could be quoted, 
but these are sufficient testimony to the 
extraordinary effectiveness of properly con- 
ceived direct mail advertising. 

These successes were not lucky flukes. 
The campaigns and schemes which 
achieved them were most carefully planned, 
presented, timed and directed. For direct 
mail advertising is a specialised branch of 
selling which bristles with technicalities. 

How then, can the uninitiated learn the 
secrets of success in direct mail advertis- 
ing ? Where can the methods and tech- 
niques which achieved these successful 
results be found ? 

The answer is in HOW TO SELL SUCCESS- 
FULLY BY DIRECT MAIL, just off the press, 


YOU CAN USE WITH PROFIT 


which is the first work on the subject 


published in Great Britain for over twenty 
years. Intensely practical, all-embracing, 
authoritative and usable, it makes the most 
complicated technicalities crystal-clear. On 
every page you will find something that 
will contribute to the success of your own 
direct mail advertising. 

The author is the well known direct mail 
advertising consultant, J. W. W. Cassels, 
who has written the book out of his 25 
years’ practical experience in all aspects of 
direct mail, including many years as 


Advertising Manager of Moss Bros. & Co 
Lid., and, before that, of Charles H. 
Baber Ltd. He has also drawn on the case 
history files of ADVERTISER'S WEEKLY, 
BUSINESS and the Direct Mail Associations 
of Great Britain and America, 


HOW TO SELL SUCCESSFULLY BY DIRECT 
MAIL has been produced for daily use and 
constant reference. It carries 27 case 
histories of actual selling schemes for a 
variety of propositions that pulled excellent 
results, and more than 200 sales letters and 
other mailing pieces proved in use. You 
can adapt and apply on the spot any 
of these ideas, sales letters, etc., that meet 
your needs. And so this invaluable book 
will repay you its moderate cost over and 
over again. 


Everything you need to know about 
direct mail selling is covered : 

How and when to use direct mail—How 
to compile and maintain mailing lists— 
How to plan and write letters, leaflets, 
brochures, booklets, etc., that sell—How to 
choose the right print, paper, letterheads, 
envelopes—How to deal with complaints 
and enquiries—How to collect money 
promptly, etc. The book also carries a 
complete classified directory of direct mail 
equipment, services and suppliers through- 
out the United Kingdom. It runs to 384 
pages on a fine cartridge paper, demy 8vo, 
and is bound in green cloth, with gold- 
blocked spine and heavy dust jacket for 
protection. 


The Edition is Limited—Send for Your Copy TO-DAY 


As it is more than twenty years since the last book on direct mail 
was published in this country, we expect the limited edition of 
HOW TO SELL SUCCESSFULLY BY DIRECT MAIL to be snapped up quickly. 
So make sure that you secure a copy :— 


Fill In, Tear off and POST this Coupon NOW 


oor 


| Please send me by return 
a copy. 
NAME 


B. T. BATSFORD LTD., Booksellers, 15, NORTH AUDLEY STREET LONDON, W.1. 


| BY DIRECT MAIL, for which invoice me on despatch at the post-free price of 22/- 


Overseas ; Cash with Order, please. 


copy/ies of HOW TO SELL SUCCESSFULLY 
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ADVERTISER'S WEEKLY 


FOR A COMPLETE 
DIRECT MAIL SCHEME 


81-84 PECKHAM RYE, LONDON, S.E.15. 


Copy, Ideas 
Leaflet & Brochure Design 
Facsimile Letters & Printing 


Matching In & Addressing 
from accurate Lists 


Collation, insertion, 
Sealing & Stamping 


Posting (on time) 


@ THE FASTEST GROWING 


DIRECT MAIL ADVERTISING SERVICE 


(MEW X 0331/3) 


Ribbon ° Lithography ° 


i 
MUL-TYPO 


PRINTING COMPANY LIMITED 
(Incorporating the Postal Advertising 
Company) 


Facsimile and General Printers 
Vari-typing Specialists 


us WEW BOND STREET ~ LONDON W.1 
MAYFAIR 1828 


tatearprece 


AoOODIScOoOmeBeE 


HIGHEST GRADE 
CLEAN» SHARP 
RAT TSMANGHIP 


OWCAR 
RDS» ST 

a 90 STER” ™, 

CR ve aM {tN 

SILK SCREEN ARTS LT 


97 SHIRLEY ROAD. CROYDON 


Ds 4 
~ 


3147-86 


SPEEDY SERVICE 
) EXPRESS Z 
DELIVERY 


|| for a price list and prove 


| Advance Direct Mail Service Ltd. 


| VALUE STILL COUNTS! 
|| We don’t claim to be the 
‘finest,’ ‘greatest’ or 
* grandest,’ but for first- 
class direct mail we are 
certainly the cheapest. Ask 


it yourself. 


Thanet Hall, Thanet Street, 
Ww.c. 1. EUSton 7491 


Est. 1908 Phone: Hol. 8641/2 


ALERT 


Circularising Co. Ltd. 


87/93 LAMBS CONDUIT ST., W.C.! 
Directors : 
P. Millward, F. Halls 


House to House distribution of 


circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 


| Boardmen. Street Paper Selling. 


Direct Mail in Action 


Octoper 28, 1954 


Printing terms to keep in 
mind when planning shots 


This article dealing with standard terms used in the 


of pieces of print forms part of a cha 
Successfully By Direct Mail,” by J. W. 
Business Publications Lil, fo enecktien GE Tr 


ERE is a list of printing 

terms which advertisers 
may well find useful when 
planning direct mail pieces. 

Backing up: Completing the 
printing of both sides of the 
sheet immediately after the first 
side has been printed (see work 
and turn sheet work). 

Ben Day Tints: Tints added to 
line work by blockmaker or litho 
plate maker. Also known as 
Mechanical tints or Day Medium. 

Bleeding blocks: An _ illustra- 
tion which extends to the edge 
of the paper. An increase of 
t in. above the trimmed edge is 
required on any side of a repro- 
duction which bleeds. 

Casting off: Estimating how 
much space and what size of type 
will be required for a given 
number of words. 

Chase: A steel frame for hold- 
ing pages of type. 

Colour work: Multi-colour 
tone printing. 

y: Specimen pages, often 
incorporated in a book of blanks, 
to indicate general appearance. 

Electro: Duplicate printing 
A copper shell backed by 
ead. 


End papers: Decorated or plain 
sheets pasted down on the insides 
of cover boards. 

En: Half an em. A character 
in manuscript. 

Em. 12 points. Printers’ 
measurements are made in ems 
of 12 pt. (0.166 in.). 

Forme: Pages of type fastened 
in a chase ready for printing. 

Fugitive: Ink which (a) fades 
on exposure to light, or (b) is 
soluble in water, used for cheque 
printing. 

F : The edge opposite 
to the back. 

alley proof: Single-column 
proof submitted for first check 
reading. 


preparation 
Lh To BOR, 
blished by 
tsford Lid. 
Gather: Placin sections one 
on top of the ot to make a 
complete book. 


Half-tone block: Used for re- 
production of photographs, wash 
drawings, etc. 

Imposition: The arrangement 
of type pages to give the correct 
order when the sheet is printed 
and folded. 

Layout: The arrangement of 
type and illustrations within a 
given space, 

Line block: Usually zinc. 
Made from line drawings. No 
graduation of tone. 

Locking up: Securing type in 
the chase before printing. 

Make - ready: Preparatory 
work at machine before printing. 

Register marks : Usually 
placed on originals or positions 
to aid register of multi-colour 
work. 

Saddle-stitched : Wire-stitched 
through the fold of a section. 
Also called wire-stitched or quire 
wise. 

Sans type : Without serifs, ¢.g., 
Gill bold. 


Section: A_ printed sheet 
folded ready to be gathered. 
Set off: Wet ink from the 


surface of one sheet marking the 
sheet above. 

Sheet work: A sheet printed 
with a different forme on each 
side. 

pe: A_ lead plate 
duplicate. 

injon: Paste sample on 

to a page of book, catalogue, 

leaflet, magazine, etc. Paste 

single sheet into body of a book. 

Watermark : A trade mark in- 
corporated in the paper during 
manufacture. 

Work and turn: A _ sheet 
printed with the same pages 
front and back and then cut in 
half to produce two copies. 


Considerable expansion noted in 


the use of direct mail advertising 


More advertisers are using the direct mail technique to promote 
their wares and there is evidence that general quality standards 
have risen during the past year or so. 


N his introduction to the 
recently published “Modern 


Publicity, 1954” (Studio Pub- 
lications, 35s.), the editor, 
Frank A. Mercer, has some 


significant things to say about 
the use of direct mail. 


Judging from the volume and 
quality of the specimens sent 
in to him, “there appears,” he 
writes, “to have been a consider- 
able expansion in the use of 


this medium. Much thought, 
ingenuity and skill have gone 
into their preparation. . . 
If it were possible to make 
the complete collection of 
original specimens of direct 
mail pieces available for indi- 
vidual study, the importance 
of the right choice of paper, 
good printing and a high standard 
of reproduction would at once 
proclaim itself. It cannot be 


@ Continued on page 259 
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Direct Mail in Action 


Advertising 


via the post 


helped the Baghdad fair 


Rees ee Se ae 
Baghdad. Shots went out to all the countries of the Middle 


IRECT mail had its part in 

the British Trade Fair now 
being held in Baghdad until 
November 8, and to facilitate this 
section of the promotional cam- 
paign the Board of Trade offered 
to the Federation of British 
Industries the use of their British 
Industries Fair buyers index for 
the countries concerned. 

The relevant countries are: 
Iraq, Egypt, Afghanistan, Libya, 
Jordan, Ethiopia, Lebanon, 
Saudi-Arabia, Iran, Syria, Sudan, 
Gulf Area, Turkey, Yemen and 
were The Gulf Area includes 
Bahrein, Dubai, Kuwait, Muscat, 
Alkhobar, Qatar, Suez 

n. 


Mid-June dispatch 


Three separate “shots” were 
dispatched to approximately 
7,000 names on each occasion. 
The first, which went out mid- 
June, contained a folder in both 
English and Arabic with the 
fairs emblem on the cover, a 
travel leaflet, a reply postcard, 
and a letter from Sir Norman 
Kipping, director-general of the 
FBI, in both English and 
Arabic to Arabic speaking 
countries and in English only to 
the other countries. 

This is what he said:— 

“The British Trade Fair... 
is being organised by the 
Federation of British Industries 
to show the special direction 
in which British industry can 
be of help to the peoples of 
the Middle East and to other 
parts of Asia and Africa” (or 
Iraq as the case may be) “in 
their plans for development. 
These developments provide a 


timely opportunity for the 
holding of the fair, at which 
visitors will be able not only 
to see and inspect a vast range 
of British goods and equip- 
ment, but also to discuss their 
requirements with representa- 
tives of British firms. 

“The fair has the support 
and co-operation of the British 
and Iragi Governments. It 
will occupy a site covering 
100,000 square metres near the 
centre of Baghdad. It will be 
the largest national trade fair 
ever to be held in the Middle 
East. 

“I am sending you a folder 
giving ——s of the fair 
and a leaflet regarding travel 
facilities. Nearer the date, 
I shall have the pleasure in 
writing you again and sending 
you a formal card of invita- 
tion to view the fair. 

“Meanwhile, I hope very 
much that you will plan to 
visit us and that, if you in- 
tend to do so, you will com- 
plete the enclosed postcard 
and return it to me, so that 
the necessary arrangements for 
your visit can be made. You 
may be assured of a very 
cordial welcome.” 


Shot to diplomats 

Also, approximately 7,500 each 
of folders and invitation cards 
went to FBI representatives in 
the Middle East, to embassies, 
legations, and travel offices for 
general distribution. 

The emblem of the fair was 
also incorporated in the double 
crown posters which were distri- 
buted throughout the Middle East. 


e EXPANSION OF 


DIRECT MAIL —continued 


emphasised too often or too 
strongly that no printer, however 
high his standards, can produce 
the best results on unsuitable 
paper. Any large buyer of print 
who does not consult his paper- 
maker as well as his printer on 
the choice of paper for the job 
deprives himself of assistance. 

“Each printing process has its 
own peculiarities, involving differ- 
ences in texture, finish, weight, 
opacity, stretch and tensile 
strength in the paper to be used. 
Conversely, if an artist is com- 
missioned to produce a work to 
be printed on a paper already 
agreed upon, he should be told in 
advance and if possible provided 
with specimen sheets. 

“Among the direct mail speci- 
mens I noted two interesting 
developments. .. . One is what— 
for want of a better term—one 


might describe as dissectional 
illustration. Here, printed in 
sequence on one side of trans- 
parent paper only and carefully 
folded to superimpose one 
illustration on the next are dis- 
played a series of reproductions 
of the chosen object, showing in 
detail its outward appearance and 
what is revealed as each layer of 
‘skin’ is removed, .. . 

“The other development was 
the inclusion in the package of 
miniatures, beautifully moulded 
and proportioned, inserted in such 
a way that their discovery was a 
pleasant surprise. The miniature 
motor car and magnifying glass 
respectively inserted in two such 
specimens are so well done that 
neither is likely to be thrown 
away and both will continue to 
act as reminders for a long time 
to come.” 


ADVERTISER'S WEEKLY 


| HEAR THERE'S A 
WONDERFUL 3068 FOR 


OF INTERESTING 
ACCOUNTS SHE 
wit work on! 


* If you are a copy-writing Miss or Mrs. with 
several years’ agency experience, get in touch 
with the Creative Director, Foote, Cone & 
Belding Ltd., 27 Hill Street, London, W.1. 


PURCHASE OF SMALL 
LONDON ADVERTISING 
AGENCY 


Large provincial and overseas Advertising 
Agency seeks to purchase a small London 
Advertising Agency with a view to embracing 
it into the larger organisation as a London office 
and to use it for other development purposes. 


The advertiser is an Incorporated Practitioner in 
Advertising and enjoys a splendid reputation 
throughout the Agency world. 


Existing staff and commitments will be taken 
over in full 


Replies marked ‘PRIVATE AND CONFIDENTIAL’ 
should be addressed in the first instance to 


STAFFORD CLARK & Cco., 
3 Laurence Pountney Hill, Cannon Street, E.C.4 
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Statement of Fact 
proves Kemsley’s 
Strength in North East 


A MINER on an expensive motor cycle is chosen by 
Kemsley’s to represent the prosperity of Tyneside’s 
workers. Having made the point, Kemsley’s claim 
that the dominating advertising media in the area 
are their Own NEWCASTLE JOURNAL, EVENING 
CHRONICLE and SUNDAY SUN — and produce the 
figures to prove it. 

The illustration errs, if at all, in showing the 
miner in rather too modest alight. Nowadays, many 
miners go to work in their own cars. The 
comparative wealth of the pitmen gives an accurate 
line on the healthy spending power of all the other 
industrial workers in the area. 

The high wages that are now commonly earned 
by industrial workers give them a much greater 
spending margin than those higher in the social 
scale with equivalent earnings. Considerably lower 
housing costs largely account for the difference. But 
the raising of H.P, restrictions is currently causing a 
boom in middle-class spending which promises to 
rival that of the industrial workers. 

Such a thriving market must hold out — 
Fj et ga for advertisers. The three local 

emsley papers offer you the key to the market. 
‘The NEWCASTLE JOURNAL enters one home in every 
four in the entire Tyneside conurbation ; at the same 
time it gives extensive coverage of the North-Eastern 
farming communities, The EVENING CHRONICLE, the 
only evening paper in the area, circulates mainly 
within a 25-mile radius of Newcastle. The sUNDAY 
SUN gives overall coverage of the area on the day 
when your advertisements get their best reading. 

Middlesbrough is a prime example of an area 
which maintains its prosperity as a result of 
continuous and carefully planned industrial 
expansion. The pacemakers have been such 
mammoth organisations as 1.C.1. and Dorman 
Long, and total capital expenditure in the area since 
1945 has been just over £71 millions. By 1959 about 
£160 millions will have been spent. nmsumer 
prosperity created by this industrial growth has 
made Tees-side a market of major importance to the 
advertiser. 

The circulation of the MIDDLESBROUGH EVENING 
GAZETTE has grown with the increase in industry and 
re rag As the only evening paper published on 

ees-side, it goes into the majority of homes in the 
area, and can justly claim to provide complete 
evening coverage. 
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Newcastle Journal photograph 


They're digging deep in 
Tyneside pockets 


Geordies have struck it rich! 
They are now in the market for a 
wide range of capital and consumer 
goods. Advertisers must earn rich 
rewards in this bustling, prosperous 
market. 


EVENING CHRONICLE, 109%, Newcastle, 
104% Gateshead; SUNDAY SUN, 44% 
Newcastle, 46% Gateshead. 


Farther south, the MIDDLES- 
BROUGH EVENING GAZETTE holds a 


Newcastle Journal 


January-June 1954 
January-June 1953 


NET GAIN 


RISING NET SALES 


January-June 1954 131,016 
January-June 1953 130,700 
NETGAIN 316 
Evening Chronicle 
January-June 1954 270,925 
January-June 1953 267,566 
NET GAIN 3,3 59 
Sunday Sun 
January-June 1954 212,336 
January-June 1953 207,111 
NET GAIN 5,225 


Middlesbrough Evening Gazette 


111,725 
107,270 


4,455 


The three Kemsley newspapers 
published in Newcastle give complete 
coverage of Tyneside and the 
surrounding area. Only the 
NEWCASTLE JOURNAL, EVENING 
CHRONICLE and SUNDAY SUN offer the 
advertiser such mass penetration of 
households. Examine the figures. 
Coverageofhouscholdsas represented 
by net sales in each area provides 
such figures us : NEWCASTLE JOURNAL, 
37% Newcastle, 72% Alnwick R.D.; 


similarly commanding positign in the 
rich Tees-side market. The EVENING 
GAZETTE’S net sale in Middlesbrough 
is equivalent to 105% coverage of 
Middlesbrough homes. 


In the average home in the North 
East, a multiplicity of wage packets 
means a higher standard of living and 
an ever widening market for the 
advertiser. Kemsiey newspapers are 
the surest media for reaching this 
market and attracting big sales, 


NEWCASTLE JOURNAL 
EVENING CHRONICLE - SUNDAY SUN 


MIDDLESBROUGH EVENING GAZETTE 
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‘Advertisers’ Weekly’ Market 


Investigation Team visit— 


The Northern Counties 


ADVERTISER'S WEEKLY 


A highly prosperous market with a 


ready purse for consumer goods 


There are more than 3,140,000 people in this thriving 


Northern Region according 


to the 1951 Census. Diversification of industry since 1945 has helped to maintain 
a high level of joyment over the whole area which is no longer so crucially 
upon one or two basic industries. 


HE Northern Standard 

Region as defined in 
Government statistics consists 
of Cumberland, Westmorland, 
Northumberland, Durham and 
the North Riding of Yorkshire. 
It is this area which we now 
propose to survey. 

In order to illustrate some of 
the distinctive features of this 
expanding market, we have 
chosen to look at it through the 
eyes of a manufacturer of wash- 
ing machines. This, in view of 
the high percentage of ownershi 
of this invaluable domestic appli- 
ance in the northern region, is 
not without significance. 


Two million machines 


In his statement at the annual 
general meeting in March this 
year, the chairman of Hoover, 
Ltd., estimated that, in Britain, 15 
per cent of homes own a wash- 
ing machine; in other words, 
over two million machines are 
in use. An indication of the 
growth in the use of washing 
machines is provided by a com- 
parison with the corresponding 
figure for 1938 when, according 
to a PEP study, The Report of 
the Market for Household Ap- 
pliances, the total of electric 
washing machines installed was 
150,000. At that time, annual 
production was about 60,000, 
and the figures for deliveries 
since the war show how the 
present number in use—and the 
means of satisfying a post-war 
demand—has been built up. 

An accompanying table illus- 
trates deliveries to the home 
market, from 1948 to March, 
1954, of nearly 14 million electric 
washing machines, with deliveries 
for the first quarter of 1954 at 


an annual rate not exceeded 
before, namely 370,400, as com- 
pared with 50,000 pre-war. The 
restrictions on hire purchase after 
the change of government may 
have been responsible, to some 
extent, for the decline in home 
deliveries in 1952 and 1953, but 
these restrictions have now been 
removed and reports already 
speak of an improvement 
in sales. 


Sample of households 


As regards’ distribution of 
ownership, a paper in the 
Oxford University Bulletin of 
Statistics shows that in the year 
ended May, 1952, according to 
an inquiry based on a sample of 
roughly 2,600 private households, 
14 million households had a 
washing machine. On a regional 
basis the percentage who own a 
washing machine was found to 
be as shown in the table below. 

Thus, apart from being higher 
than the national average, the 
percentage of ownership in the 
North of England is seen as 
higher than in any of the other 
regions quoted. is large figure 
may well be accounted for by the 
heayy industrialisation existing in 
many northern towns and also 
the custom there of doing the 


maximum amount of work at 
home 


A high correlation between 
income and ownership of durable 
goods is to be expected, and it 
is interesting to notice that at the 
time of the survey, within cach 
of the income groups from £200 
to £1,000, approximately the 
same percentage own a car, a 
television set and a_ washin 
machine. The percentage in eac 
income group in Great Britain 
owning a washing machine are as 
follows: 


Percentage 


All income groups 


Another table in the survey of 
interest is one which shows that 
per cent of the washing 
machines were owned by people 
in the North of England as com- 
pared with six per cent in Scot- 
land, 17 per cent in the Midlands 
and Wales, and 31 per cent in the 
South of England. It should, 
however, be remembered that in 


Production and Distribution of Machines 


f 


For export For home market 


Picture by English Electric Co., Lid 


N order to demon- 
strate the prevailing 
ity of the Northern 

nties and the excellent 
media facilities available 
to any advertiser, the 
‘Advertiser’s Weekly’ Mar- 
ket Investigation Team 


activity will be maintained. 
Many new firms have es- 
tablished factories in the 
area. 


this context the North of England 
embraces a much wider area than 
Northumberland, Cumberland, 
Durham, Westmorland and the 
North Riding of Yorkshire. 
The chairman of Hoover Ltd. 
drew attention in his statement to 
the position in the United States 
where, it is estimated, about 80 
per cent of houscholds possess a 
washing machine and replace- 
ment demand accounts for a high 
proportion of sales. With t 
national average in Great Britain 
about 15 per cent and in the 
North of England at 46 per cent, 
there is a considerable gap to be 
closed before anything near the 
American percentage is reached. 


Distribution by income 


As regards ownership by in- 
come, already more than 50 per 
cent of the total of machines in 
use in this country are owned vy 
people with incomes below £600 
an indication that in this large 
section of the population there 
is a good demand already exist- 
ing. In all, and ignoring the 
under £200 group, five per cent 
of the £200-£399 group and nine 
per cent of the £400-£599 group 
own about 50 per cent of the 
washing machines in Great 
Britain. 

Washing machines are sold 
through a variety of outlets and, 
according to the Census of Dis- 


@ Continued on page 262 
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ADVERTISER'S WEEKLY 


THE STOCKTON EXPRESS 
BILLINGHAM EXPRESS 


NORTHERN DAILY MAIL 
SUNDERLAND ECHO 


THESE MEDIA COVER A LARCE INDUSTRIAL AREA 
WHICH IS AN IDEAL TESTING GROUND FOR NATIONAL 
CAMPAIGNS. LET THEM INTRODUCE YOU TO 
THE **PEOPLE WHO MATTER.” 


LONDON OFFICE: 85 FLEET ST., E.C.4. Telephone CENtral 2845 


First let us discuss your sales campaign 


Cravens Advertising Limited 


REGISTERED PRACTITIONERS IN ADVERTISING 


42 LEAZES PARK ROAD, NEWCASTLE UPON TYNE, | 
Telephone 26683/4 


The Northern Counties 


Octoper 28, 1954 


Picture by English Electric Co., Ltd. 


It has been estimated that the national average of those owning 
washing machines is about 15 per cent for Great Britain as a whole. 


tribution, in the Northern 
Region there were in 1950 the 
following number of establish- 
ments : 


Type of establishment Number 
Domestic hardware and iron- 
mongery on - oab 758 
Radio, electrical s om 188 
Radio, electrical goods with 
repairs on ond bed 
Electrical goods with con- 
tracting due abe eee 61 
Electricity showrooms bd 6 
Total 1,163 


The population of the area, 
according to the 1951 Census was 
3,140,000 so that in other words, 
an outlet exists for approximately 
every 3,000 inhabitants, with a 
higher level on the Tyneside. 

A recent report which appeared 
in the Board of Trade Journal 
provides useful information on 
the factory building which is 
taking place in the country. The 
table on page 261 gives the 
figures for the Northern Region. 

The table includes new 
factories and extensions to 
factories, over 5,000 square feet, 
in manufacturing industry, and 
with the expansion in the number 
of factories, which provide addi- 


tional opportunities for employ- 
ment, has come also an expansion 
in earnings. For those industries 
found in the Northern Region, 
another table given in this survey 
to show the level of earnings in 
the last pay week in April of this 


In coal mining, earnings 
during the first quarter of 1954, 
per week, all workers in cash, 
averaged just over £12, with 
slightly higher earnings for 
workers at the face. 
Unemployment in July at 1.8 
per cent of the estimated num- 
ber of employees, although 
higher than the average for Great 
Britain as a whole, amounted to 
22,000 as compared with 129,000 
in July, 1939. The North suffered 
considerably from the depression 
of the "30s (a feature which ac- 
counts for the presence bf two 
development areas), but the in- 
dustrial diversification which has 
taken place since 1945 has helped 
to maintain over the whole area 
a high level of employment no 
longer dependent on one or two 
basic industries. The problems 
arising from declining coal re- 
sources in West Durham and 
from the uncertainty in the ship- 
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consult 


IF YOUR ADVERTISING 
REQUIRES PERSONAL ATTENTION 
AND CAREFUL EXECUTION 


KIDDS ADVERTISING LTD. 
50 ALBERT ROAD, MIDDLESBROUGH 
Telephone 44221/2 
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The Northern Counties 


New Building in the Northern Region 


Northern Region 


North yy Coa 
ment Are s 805 


West Cumberland De- 
velopment Area - 70 2,180 


31,171 


building industry emphasise the 
benefits, current and potential, of 
the establishment of new indus- 
tries. 

Reports suggest that, at 
present, shipyards are busy and 
likely to remain so for a year or 
two—what happens beyond that 
period nobody can _ forecast— 
while the engineering and elec- 
trical goods, chemicals and allied 
trades, and iron and steel indus- 
tries are now expanding and 
likely to continue doing so. 


New firms established 


Many new firms have come to 
the north, of which Rowntree & 
Co., W. D. & H. O. Wills, Patons 
& Baldwins, British Celanese, 
Ferguson Radio, are but a few. 
But one of the most important 
developments since 1946 has been 
the ICI chemical works at 
Wilton which, together with the 
Billingham works, forms one of 
the largest concentrations of 
chemical industry in the world. 
Already, according to reports, 
over £33 million has been spent 
there since work began in 1946, 
and reports indicate that the 
planned extensions are far from 
being finished. 

A manufacturer planning a 
campaign in the Northern Region 
will find that it presents a wide 
variety of characteristics. Some 
parts of the area are highly in- 
dustrialised and heavily popu- 
lated ; others are predominantly 
rural and agricultural, with popu- 
lations relatively widely scattered. 
Thus, Cumberland possesses in 
Carlisle an industrial city and 
railway centre, with further in- 
dustrial centres in the coastal 
belt, including Workington and 
Whitehaven; the rest of the 
country is mainly agricultural. 

Northumberland contains in 
Tyneside one of the seven major 
conurbations defined by the 
Registrar-General in the 1951 
census: this area possesses more 
than one-third of the total popu- 
lation of the northern region. 
Here shipbuilding,» heavy engin- 
eering and new light industries 
predominate. In Durham impor- 


Building under Completed 
construction at ————E 
end of period Area 
(000 
Number nN sq. ft.) 


22,294 
20,392 


1,293 


tant coalfields lie in the central 
urban area and in Sunderland, 
which is famed also for its heavy 
industry and great shipbuilding 
production. Apart from the 
Tyneside area, light industries 
are being operated in many parts 
of the country, including the 
Aycliffe trading estates near Dar- 
lington. Westmorland is chiefly 
agricultural, ie. sheep and cattle, 
although many light industries 
have started up, and the Lake 
District is a world-renowned 
attraction for tourists. Finally, 
the North Riding of Yorkshire 
possesses in the Tees-side, centre 
of which is Middlesbrough, a 
great iron and steel industry, 
together with a variety of new 
light industries. The remainder 
of the area is largely agricultural. 

The marketing man planning to 
use the northern counties for an 
area scheme will derive useful 
information from the County 
Reports issued this year and based 
on the 1951 Census: informa- 
tion such as distribution of popu- 
lation and of social classes, 
number and composition of 
households, facilities possessed by 
private households, etc. 


Newspaper facilities 


This review has been concerned 
with the economic and marketing 
potentialities of the north in 
relation to a particular com- 
modity, and in considering the 
newspaper advertising facilities 
available it is with the regional 
press that we are primarily con- 
cerned. In the area there are two 
important daily mornings, one 
published at Darlington and the 
other, with a _ circulation of 
131,000 at Newcastle. Evenings 
are published at Newcastle, North 
Shields, South Shields, Darling- 
ton, Sunderland, West Hartlepool, 
Middlesbrough, Carlisle and 
Workington. 

Readership surveys published 
this \ear show that adult reader- 
ship of the evening press is higher 
in — area than the national 
avera It is hardly surprising, 
there bee, that the circulation 
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Chemical and allied trades 
Meta! manufacture 
Engineerin, 
Mining and quarrying (excluding coal) 
Transport and communications 


. shipbuilding and electrical soods 


Men (aged 21 and over) 
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he best of two worlds— 

and there’s no need for Print 
buyers to rocket to Mars in search of 
the second. Much better fly to Newcastle 
where at Pandon House we offer the best 
of the letterpress printing world, whilst at 
Middlesbrough, our associates, Jordison 
& Co., Ltd., are justly proud of their 
work and the service they can offer in 
the world of colour lithography. (Their 
posters can be seen on all the hoardings). 


Here then is a complete printing 
service where quality colour printing 
comes first. Many leading advertisers and 
advertising agents entrust us with their 
work. Naturally, we are keen to extend 
our service; as we know we can be of 
help to you. Why not call us in on your 
next print job, either in Newcastle, 
Middlesbrough or London. 


}LONDON OFFICE: y 
2 CZs 
117, BROAD COURT | 
BOW STREET, W.C. 2 y ; 


Lag 
]. W. HINDSON & SONS LTD., PANDON HOUSE, NEWCASTLE 
JORDISON & CO. LTD., MARTON ROAD, MIDDLESBROUGH 
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MAJ OR IMPORTANCE 


ALL WHO ARE PLANNING AN ADVERTISING 


NORTH WEST. 


NEWS 


PENRITH OBSERVER 
WORKINGTON STAR 
CUMBERLAND EVENING 


STAR AND MAIL 


CUMBERLAND NEWS 
CUMBERLAND EVENING 


+ +++ 


SALES ARE INCREASING !! 


CUMBERLAND NEWS 

DEC/JUNE 1954. 
(Asc), 

3 MONTHS ENDED 

SEPTEMBER 30. 39,055 

MONTH OF SEPT. 

1954, 39,267 


CUMBERLAND EVENING NEWS 


18,345 


18,705 
19,599 


CUMBERLAND NEWSPAPERS LTD. 


HEAD OFFICE: 27 ENGLISH ST., CARLISLE. Tel. 25256 
LONDON OFFICE: S3 FLEET ST., Tel. CENTRAL 4968 


THE 


KESWICK 
REMINDER 


(Established 1898) 


Price 1d. 
Printed and Published every Friday 


Keswick-on-Derwentwater, 
the heart of the English Lake District 


by 


G. W. McKANE & SON 


Head Office : 
“R . : ” Offi 


Works : 
Reliance Works, 


Station Street. - Tel: Keswick 140 - Main Street. 


A team of washing machine de- 

monstrators ready to show house- 

wives how a lot of drudgery can 
be abolished. 


figures of these papers for the 
first half of this year show a 
further upward trend. The in- 
fluence of the weeklies, of which 
there are 34 in the northern 
counties, is considerable. Two 
groups of local weeklies have 
combined circulations of 25,000 
and 50,000 respectively. 

To reinforce the powerful 
regional press there are abundant 
poster facilities available. This 
applies to the area as a whole; 
in the great my conurba- 
tion, with its 250,000 homes, 
heavy coverage can be afforded 
by the use of 167 16-sheet posters. 

In the same area there are 86 
cinemas, of which rather more 
than half seat between 1,000- 
2,000 people. Approximately 
one-fifth are circuit cinemas. As 


i Owners by Region { 


Region Percentage 
m 5 
North of England 14 
Midland and Wales 6 
South of England 6 
Wales > 
This atte on a 
regional basis, the percent- 
age of who 
owned a — machine 
up to May, 1952. The figures 


have been based upon an 
inquiry gy *y a 
of roughly 2, 
households. It will teen 
that apart from 
higher than the ae 
average, the percentage of 
ownership in the north is 
h than in any of the 
regions cited. 


in Scotland and the other regions 
in the north, the cinema-going 
habit is above the national 
average. Admissions per > 

per year are 28 for Great Britain 
as a whole and 37 for the 
Northern Region. The popu- 
larity of this medium in the area 
is a powerful advertising factor. 


Printeries 
amalgamate 


WO of the North East coast 
printeries have recently 
become amalgamated. 

The colour and commercial 
letterpress printers, J. W. Hind- 
son & Sons Ltd., of Newcastle- 
upon-Tyne, have acquired an 
interest in the business of 
Jordison & Co., Litd., litho- 
ga of Middlesbrough. 

. Storey, at present chairman 
and managing director of Hind- 
son’s, will now, in addition, 
become chairman of Jordison’s. 
Clifford Hindson has been ap- 
pointed managing director of 
Jordison’s and will take over the 
duties of the two present joint 
managing directors—C. South- 
cote and W. H. Thomas. 

The London offices of the two 
organisations are to be merged. 


THE NORTH'S 
LEADING WEEKLY 
NEWSPAPER 


“THE 
BERWICK ADVERTISER” 


A MEMBER OF 


THE 
TWEEDDALE PRESS GROUP 
OF FOUR NEWSPAPERS 


(AUDITED NET SALE: 
24,126) 


For Advertisement Tariff 
and further particulars, 
write to Head Office: 
90, MARYGATE, 
BERWICK-UPON-TWEED. 
Telephone 578. 
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A Spectacular g Immediate Success! / 


For the month of September the net paid sales of Evening Press came to. 


-¥ 103,377 
| COPIES DAILY 


Never before in the history of Irish Journalism has a 
new daily newspaper established such a position in its 
market in such a record time. 


SMALL ADS.—Over 500 columns in one month 


EVENING PRESS carried a total of over 500 columns 
of Small Ads. during September—an all time record 
never before even approached by any other Irish 
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Packaging Survey 


New bottles cause quick 


sales increase 


A NEW range of pint bottles 

for soft drinks manufac- 
tured by Clayton Brothers Ltd. 
has recently been put.on to 
the market. As in the case 
of the Clayton squash bottle 
issued about a year ago, these, 
and the labels, were designed 
by W. M. de Majo. 


Well established shape 


For many years, Clayton 
Brothers had been using a 
special mould-made bottle of 
somewhat old-fashioned design 
which, in the course of the years, 
had established itself so well that 
it was initially feared that the 
trade would not accept, an alter- 
native contemporary design. 
Partly for that reason and partly 
to give the designer sufficient time 
to develop the new bottle to its 
fullest extent, the clients agreed 
that the change should, for once, 
be gradual. 

In the first stage a temporary 
design was got out for an interim 
period label, and this was used 
on the existing old bottles. Mean- 
while, the designer produced a 
number of variations of the type 
of bottle which he felt would be 
both practical and visually right, 
and in conjunction with the sales 
director of Clayton Brothers, 
J, A. C. Shaw, presented to the 
board what they considered to be 
the ideal bottle. 

As soon as the clients accepted 
the final Dy for the new 
bottle and label, de Majo pre- 
pared final drawings for both the 
selected bottle and the label. 
While details of the bottles 
were perfected and worked out 
in close collaboration with the 


By Our Packaging Correspondent 


bottle manufacturers, Redfearn 
Brothers, of Barnsley, the finished 
art work for the labels was got 
out and the labels put into pro- 
duction, The last step but one 
was the introduction of the new 

rmanent label (printed by the 

rayton Printing Works) on the 
existing old pint bottles, and the 
programme was rounded up with 
the introduction of the complete 
scheme—the new Clayton pint 
bottle with the new label. 

Apart from its attractive visual 
appearance, the new design pro- 
vides several advantages over the 
old. They are: 

@ More economical to produce 

and to handle. 

@ Stronger. 

@ Able to stand more firmly. 


Again, the introduction of a 
recessed waist (originated by de 
Majo in the design of his Clayton 
squash bottle) protects the label 
and ensures ease of registering the 
position of the label. 


Anti-drip device 


Furthermore, the introduction 
of a widened neck acts both as 
a stop for the threaded plastic cap 
and as an anti-drip device. 

At the suggestion of the client, 
the old conventional screw 
stopper has been dispensed with 
and replaced by a more efficient 
plastic, rubber - lined Tru-seal 
screw-cap developed by Con- 
tainers and Closures Ltd. 

What has been the effect of the 
changes? 

The new designs have 
proved successful beyond ex- 


Four stages in the 
re-design _ Clayton 
bottle programme. 
Left to right: the 
new bottle with 
new label; old 
bottle with new 
label; old bottle 
with interim label ; 
the old Clayton 
pint bottle for car- 
honated drinks. 


Three of the new 
bottle range for 
Clayton soft drinks. 
This range follows 
one year after the 
new squash bottle 
brought out by that 
company. 


pectation, and the reception 

given by the retail trade is well 

reflected by the immediate in- 
crease in sales. 
* . * 

A SEASONAL point-of-display 
pack is the Christmas cracker for 
the sweets of Dulcet Confection- 
ery Ltd. The cracker consists of 
a gum-sealed tube of 400 M.S.T. 
“Diophane” cellulose film. 

A distinctive feature of the 
pack, designed and produced by 
Transparent Paper Ltd., is the 
three-colour gravure reverse print- 
ing in which bright red and white 
contrast with rich gold, providing 
all the brightness and gaiety asso- 
ciated with Christmas. 

x * * 

THE MEAT in the new “Frood” 
item—a sliced braised beef—is 
contained in a shallow aluminium 
foil tin in which the product can 
be reheated without further atten- 
tion. The outer cardboard carton 
which J. Lyons & Co., Ltd., have 
arranged sets the seal on the de- 
sign for similar future items with 
a straightforward panel with the 
product name on an orange 
ground broken up with white 
lines. To maintain uniformity of 
style, the colour of the carton will 
indicate the different contents. 

* * * 

New DUAL purpose cartons 
have been devised by Well- 
worthy, Ltd. for their large 
tubes of Wellseal jointing com- 
pound. Until recently only the 
one-ounce tubes were being pro- 
duced, but demand has been 
such that in addition new 34- 
ounce tubes are now being 
marketed. 

They are being packed in boxes 
of a dozen tubes, with the boxes 
so arranged that the lid folds 
back to form a stand which slants 
the open box to make a display 
of the contents. 

It is not proposed to use show- 
cards for displaying the larger 
tubes. The box itself, argues 


@ Continued on page 27! 
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The sliced braised bee} of the new 
“Frood” item is contained in a 
foil tin. 


A new Dulcet Confectionery Ltd. 
pack takes the form of a Christ- 
mas cracker. 


The new Wellseal jointing com- 
pound pack and display. 
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* good prod ucts deserve good presentation 


It is at the point of 

sale —within the sound of 
the cash register, 

where the most powerful 
sales persuasion is 
imperative. 

Whatever the product, 
Priestley Displays 
complete the selling 


With acknowledgments to Remington Rand Ltd. 


(PS) Priestleys, |. 


Commercial Rd., Glo’ster 22281-4 - 9 Buckingham St., W.C.2, TRA 4277-8 - Birmingham CEN 1941 - Manchester * Cardiff 
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Ad Man’s 
Bookshelf 


All about local 


authorities 


The Municipal Year Book, neh, pape 
lished by the Municipal Journal d., 
price £3 15s 


ry His year’s edition (the 
58th) of Municipal Year 
Book gives particulars of over 
16,000 chief officials of public 
bodies—more than double the 
number listed two years ago. 
Since the last edition several 
changes have been embodied 
in this imposing and valuable 
volume with the object of making 
it more informative and useful as 
a book of reference. The indices 
are now in front on blue paper, 
and there is a new section on 
licensing and public protection. 
A short note on the judi iciary and 
an outline history of local govern- 
ment have also been included. 
For the first time, moreover, the 
book indicates those urban dis- 
trict councils and rural district 
councils which hold annual elec- 
tions and those which hold them 
every three years. 
In his preface the editor in- 
cludes a graceful reference to the 
rinters, William Byles & Sons 
td., who have, he states, “spared 
no pains to satisfy our needs, and 
their efficiency and accommo- 
dating spirit are much valued.” 


Guide to TV 
Daily Mail TV Guide two Benner 
ined by y FB BHF 9 


‘A! SERIES of television hand- 

books and a forerunner to 

this guide have already been 
(@ Continued on page 269 


This window display to boost 
Biro pens was constructed by 


Milor Display Service and 
designed by Richard Lonsdale- 
Hands Associates, Captions are 
“Len Hutton is right on the ball. 
Biro—it's right on the ball.” 
The Milor organisation was 
responsible for the Remington 
shaver display featured on page 
118, ADVERTISER'S WeeK y, 
October 14. 


a hotograpliers © 


AC.KWARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ALK.WARE (act passe) LTD. 
284 Basinghall St.. London. £.C.2 
WOT mapeltion 9886-7 


Phofographic 
Prints| 3% 


SIZE 
ANY 
Write or Phone | QUANTITY 
Lid 
olowork “ 
£ LILYWHITE LTD. 


«aa ‘orkshire. Phone: 1240 
BAKER STREET, LONDO 
Phone: Wilbecs O03” 


COLORGRAPH 


Colour Photography 
for Advertising, Point of Sale 
Showcards and Calendars 
* 

COLOUR LIBRARY 
Studio and Location Shots 
Transparencies and 
Colour Prints 


§, BREAMS BUILDINGS, CHANCERY LANE 
LONDON, E.C.4 


CHAncery 3416 


specialists in 
photographic 


HARRY BAKER | 


206 Church Rd. Willesder 


LONDON ART SERVICE 


PHOTOCAAPHIC LTO 


tf Chanseny lone WED 


COMMERCIAL:L ADVERTISING 
PHOTOGRAPHERS 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


‘Serviee ees. 


Replicards Lid. 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.I9 


Specialists in Ph hi 
Printing Processes for 
Advertising, Display 

and Exhibition 


VISTA scevces LTD. 


SILK SCREEN PHOTO STENCILS. 
COLOUR, 


LINE & HALF-TONE PHOTO- 


"GRAPHIC COPYING. 
STEREOSCOPIC COLOUR 
PHOTOGRAPHY. 
113/115, PITSHANGER LANE, 
EALING, W.5. 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
ef course! 


GEORGE HALL (Sales) LTD. 


1M Wellington Road, South, 
Stockport. Tel. STO 3375 


U.K. DISPLAY SERVICE 


Crepe Paper Window 
Contractors. 


$3 OLD SOUTH LAMBETH ROAD, 3.0.8. 
RELiance 4848 


F Vectis Works, Church Path, Acton, W 4 


i 


. Phone: CHISWICK 6060 | 


DISPLAD LTD. 
MANCHESTER 15 


Pioneers of Display 
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e AD MAN’S 
BOOK SHELF cea. 


published by the Daily Mail to 
keep pace with the expansion 
of television. 

This book is an attempt to con- 
tinue the tradition established by 
these various activities and to 
offer a selection of well-informed 
articles and explanatory material 
which should aid viewers in the 


ECO FRANK WINTERBORNE | | “Chapter, “headings — include 
J WATSON (ovo tro 


“How television works,” “Tele- 

STUDIO vision in Britain,” “The birth of 
. . a programme,” “Your way to 
Artists and Designers brighter viewing.” In his contri- 
87 REGENT STREET, W.1 bution “Out of hand ?”, Collie 
Telephone: REGENT 1096 Knox prophesies that “very soon 
there will not be a r from 
which a television aerial does not 
sprout. Every man woman and 


THOR ART AGENCY LTD 


representing 
FREE LANCE ARTISTS 


§ PURMIVAL STREET, LONDON, £.6.4 
WOLbern 894! CHAncery 3608 


| 
| 
| 


BASSEIN HOUSE 

BASSEIN PARK RO. 

LONDON - W-I2 
PwOME 


DISPLAY 
uNiTs iW 

PLASTIC 
& METAL 


4363 


Cut-out relief lettering, ready gummed 
13 distinguished faces Range of sizes 
- : - 3/16 to 12 inches. 


child will own a set... . Things 

The would appear to be getting well 

LONDON INDUSTRIAL ART LTD. out of hand... . I am sure that 
3 All Saints Road, London, W.!! 


AGENCY GAME 


. « «+ is a serious business 
to LA. 


any morning we shall awake to 
find that colour TV has arrived 
with a bang.” 


Tel. PARK 9431 


CcCOOK’S 


It has taken us ¢ 
DISPLAY scae tn Rik Gite) ston TV Handbook 
PRODUCTIONS space and staff to offer aT aereien Viewers’ enthook, Py 
agencies the most tink Mie 4 

LIMITED COMPLETE Art and TVHE claim by the publishers 
Exhibition Contractors DESPATCHING Photographic Service at: T be, on those who make 
’ Producers 118 Park Street, W.1 use of this handbook cannot 
Feng Heth evi SHOWCARDS? fai! to obtain improved results 
” Publici We peck ond despatch Telephone | Mayfair with a substantial saving in 
— icity howe <Siiien. os, | 4316 & 5530 charges for service. One of the 
ie Any Shepe, Size or Quen. Individual Artists “Teach yourself” series, this is 
2 eit tity at the most reasonable (London) Ltd. oo non-technical guide 

Giant Photo Reproductions cost and with the utmost LA. Photographic Ltd ‘ , 
aree ¥ As the opening chapter points 
in Colour or Black and speed. Welte er phone out, little advice aa } mr 
White E. CHRISTIAN & CO. LTD. character is available to ordinary 
124 LADBROKE GROVE, W.10 63 St. Paul's Read, M1 , -——- | aa Sania amie’ for 
Telephone: PARK 8652-5-4 can 266 Put your artwork in students and experimenters. The 
and at: 17 Rue Joseph-de- SAFE HANDS... need for such advice is expand- 
Maistre, Paris, 180 We are artists at our job and | ing as te number of TV stations 
= == Suatee a Lye 1 The main objectives of this 

For LITHO 


handbook, therefore, have been 

FORUM ART SERVICE LTD to explain in a manner easily 
‘ 2 aneee comprehended by the inexpert 

Vetaptene: Versions S5-aa8 the kind of equipment desirable 


CARTONS 


- a widely differing conditions. 
reasons governing the choice 
CRAFTSMEN BUILT 2-4 EPwoRTl ra — receiver and the way 
monarch 78 n which it should be used to 
EXHIBITION escape frequent trouble, costly 
STANDS replacements and calls upon ser- 
= = eee vice staffs, to ensure superlative 
|. DIGBY'S reoths book includes an extensive 
9. FLEET ROAD, HAMPSTEAD. N.W.3. GUL.3318 ‘ : glossary of TV terms. 
BERKELEY 
ARTISTS re 
5 Seeunferd Place, Steel grinding 
London, W.1 The Grinding Of Steel, by Erie N. 
Telephone; Hyde Park 9961 _ -yeds: aerpheiemmetiendenes 
HIS is a comprehensive 
account of new and import- 
ant developments in abrasive 
pares written by a man ee 
spent over 40 years in a large 
e CONVEX LTD. Oneness Giinswy 2908 steel engineering works. 
CUT-OUT, EMBOSSED SMH Some ae ~ he _ with 
OLOURED ENED aspects of steel grinding on 
G pay Be : pe «ne has been nay - 
publis except in random a 
ph may by — 53 Doughty Street, W.ct not always readily accessible 
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As we have said before quality and ser- 
vice in combination with low cost are 
gaining recognition 


This is why more and more Advertising 
ts, Publishers and Publicity 
People are turning to 


THE 
PORTSDOWN 
PRESS LTD. 


with their Print enquiries, especially 
now that we have installed our own 
Camera Plate making and Colour 
Retouching Department 


The service is exceptional— 


GER 6601-2 
WILL FIND US 


@ Continued from page 269 


your advertisir.g 
campaigns, your repre- 
sentatives, your con 
ference delegates’ long service awards and 
numerous f ‘ and 
wee get in touch with US, the badge experts 
e 


THE CABLE PRESS 


PROVIDES 
@ first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 
FOLDERS & LEAFLETS 


The Gable Printing & ishing 
ont 
@ DOUGHTY ST, W.C.1. HOLT 


q y we will undertake is 
ONE badge—there is no maximum. 


Samples and Prices sent on request 


Fhereo [Roven 


55 HATTON 
pws 


Silk Screen 
Printers 


Sign, Display and Outdoor 
Publicity Contractors 


Multiple Display 
Units 


GOLD BLOCKING 
on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 


PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, $.£.3 
GREENWICH 3688 


Frost & Ward 


17 Chiltern Street, London, W.| 
Telephone: WEL. 3563 


wosees & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.1 
CE 6474 tt ove 40 youn 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


DUSRIEN HOUSE 1% CLYOE ST GlLascow 
OVeREN GLASGOW” 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


* 


ad. mgr. 2 

blows up... ~ 

... and pats head of Account 

Executive, who thought of 

“Gartex” Seortiee — 
‘re always before : 

public's eye, reminding . . . selling Window Bais : CUTOUTS ex. 


57 BAYHAM PLACE nw 
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ilk: Screen Service 


Senate 


R. FOSTER & CO. 
(Display) Ltd. 
STILL ANOTHER EXTENSION !! 
In order to cope more efficiently 


with the ever-increasing demands 
upon our services for. . 


POINT-of-SALE 
PAINT TRANSFERS! 


we have acquired an additional 
factory with some 5,000 feet of 
floor space. This is now fully 
equipped and staffed and as an 
addition to our present commodious 
premises (which will now be used 
exclusively for ceramic screen print- 
ings) will enable us to produce even 
more fluently and economically than 
in the past. 


R. FOSTER & CO. 
(Screenprint) Ltd. 


EAling 2924 EALing 2620 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS _ 


SILK 
SCREEN PRINTING 


Lorge or sma/! quantities 
on any material 


W.c. RAYMENT 


o com any 
RAYSIGN WORKS 
DURHAM ROAD, LONDON. N.7 


ARCHWAY 252 


rating olen. Your"“Gareex 


product. For details, write: —. 


tte sasiee (SILK SCREEN 


LETTERPRESS 


ydons Road, 
. S.W.19. LIB 6281-5 


8. MOORE & CO. 
SIGNWRITERS 
Specialists in typeface lettering. Wood 
letters cut to designers’ requirements. 
35, Goodge Street, London, W.1 
Tel.: LAN 4034 


A powerful combination for 
long or short runs of colour 
printing. Any Material 


OBELISK PRESS & SIGNS LTD 


Myron Place, London, $.E.13 
Lee Green 6133/4 


CONVEX LTD. 
FOR 


PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
4) GRECKNOCK ROAD, N.7 

PHONE: GUL, 4877-2848 


Olley & Rowley 
Limited 


% The Big Name 
in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO™ transfers 
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© PACKAGING SURVEY — continued 


An assortment of 
the new packages 
for Delavelle pro- 
ducts. Eye catching, 
but not flamboyant, 
these designs go 
well even in the 
most crowded 
window. 


Wellworthy, Ltd., will make an 
attractive counter display. 
Sidney-Barton, Ltd. are the 
agents. 

+ + * 


THE NEW packages for Dela- 
velle products give effective dis- 
play even in very restricted 
window spaces. Consultations 
with retailers revealed that a 
bright, compact pattern against a 
neutral background simplified 
their display problems. Eye 
catching, but not flamboyant, 
these designs go well in the most 
crowded window and help to 
streamline the general appearance 
of bn display. 

on a_ pink-beige back- 
round, the whole is dominated 

a pale blue pergola entwined 
: black with pink, yellow and 
white flowers. Napper Stinton 
Woolley Ltd., who handle Dela- 
velle’s advertising were respon- 
sible for the production of the 
new designs. 


* * * 


THE MAKERS Of Johnson's wax 
products have introduced an 
attractive bargain pack for the 
autumn. It contains a sample 
bottle of Pride (value 1s. 3d.) plus 
a Is. tin of paste wax. There is 
a — of 9d. to the buyer be- 
gg the pe is + ge sold for 


ack has 
} PB% by the Astral Arts 
Group in conjunction with Erwin 
Wasey & Co. The display card 
is detachable. 

Johnson’s are planning a 
nation-wide film campaign to 
demonstrate this new no-rubbing 
furniture polish technique and 
supporting it with large-scale 
advertising in magazines and the 


The new Johnson pack with 
display card. 


national and provincial news- 
papers. 
* * + 

THE CONTAINERS for the 
Spraytox insecticide range have 
been designed by Richard 
Lonsdale-Hands Associates who 
have wisely handled the matter in 
a “family” fashion. The cans of 
this Lifeguard Products item, 
range from the one gallon to the 
four ounce size and these, to- 
ether with the other articles, 

ave been made to follow out the 
same design and branding. 

The background is black, on 
which is a yellow circle and the 
fly realistically drawn in black. 
The label “Destroys pests” is in 
white lettering on a brilliant red 
ground. In addition to being 
very striking, the design has con- 
siderable eye appeal. 


The Spraytox in- 
secticide range of 
packages. These 
have been given a 
“family” design 
treatment by 
Richard Lonsdale- 
Hands Associates. 
The background is 
black. The circle 
is yellow and the 
large fly black. 
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14 COCKSPUR ST., 
JOSHUA B. POWERS LTD. LONDON, &.W.! 


pSBotedorgs Posten La ingemere 
wngton Post Svenska blader & 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


118,585 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


Book space now in the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFPFICE;— 
L.A. WRIGHT, 11 & 12 BELL YARD, TEMPLE BAR, W.C.2 
TELEPHONE, HOLBORN 6900 


If the product involves 


Preduction 
Processing 
Testing 
faspecting 
Finishing 


METALLURGIA 


THe eerr 


MUST CARRY YOUR ADVERTISING MESSAGE 


of ferrous or 
non-ferrous 
metals 


—,_ 
THE KENNEDY PRESS LTD., 31 KING STREET WEST, MANCHESTER, 3 


LONDON OFFICE : 50 TEMPLE CHAMBERS. TEMPLE AVENUE, LONDON, a 
™. 
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CHAIRMAN GOES ON 
SWIMMINCLY 


One hopes that troubled waters 
are not suggested by the fact that 
Liam Boyd, new chairman of the 
Publicity Club of Ireland, is a noted 
swimmer. A former president of 
the If —h Amateur Swimming Asso- 
ciation’s Leinster Branch, he is the 
author of a text-book on swimming 
and is married to an Irish champion 
swimmer, Audrey Magnier; they 
have two daughters and one son. 

Mr. Boyd is Irish manager for 
Trans World Airways. Born in 
Newcastle, County Down, he was 
educated in Dublin and graduated 
from University College, Dublin, 
where he studied political and 
economic science. 

After three years as a solicitor he 
joined the TWA organisation in 
Dublin in 1946 and until two years 
ago was the only non-American 
manager in charge of a European 
office of the company. He has been 
particularly active in promoting 
tourist traffic to Ireland, and has 
made five tours in the US under his 
company's sponsorship for this pur- 
pose. 

He has been a member of the 
Club for six years. 


* * i 
CARTOGRAPHY (map-making) is 


an old science with endless new 
applications — military, transport, 
scientific, commercial, It is in this 
last field that we are going to hear 
morte of Robert Williams, who plans 
to have a studio devoted exclusively 
to the production of maps for adver- 
tising purposes, such as markets, 
specific industries, and so forth. 


Aged 30, he was for five years 


SOUTH EASTERN 


GAZETTE 


*y e at | 


a photo- intelligence Officer in the 
RAF, Ow a cartographer on his 
—y account, he received one of his 
first commissions from Shellmex- 
BP Lid. It was for two maps 
one of S.E. Asia, the other of 
the shell Photo to be shown at 
the Shell Photographic Exhibition to 
be in Manila in November. 
with” 4 increasing demand for 
visual aids—of which maps are 
among the most versatile—he should 
have plenty to keep him busy. 


* * * 


Tue more people of all countries 
who visit other countries, the better 
I like it. And who should set a 
better example in this respect than 
travel = and holiday-resort pub- 
licity officers? Within the past two 
years, two parties of Scandinavian 
travel agents have visited Torquay 
as week-end guests of the Corpora- 
tion and the Hotels Association. 
Recently H. Berkeley Hollyer, Tor- 
quay’s publicity officer, returned the 
compliment by combining business 
with pleasure during a three weeks’ 
holiday in Scandinavia. He visited 
Gothenburg, Malmé, Stockholm. 
Oslo, Bergen and Copenhagen, his 
visit being featured in leading Nor- 
wegian, Swedish, and Danish 
papers; and he met many travel 
agents and railway and shipping 
heads. 

He tells me that he was able to 
establish some valuable contacts for 
Scandinavia tourists for Torquay. 


CHATHAM 


OBSERVER 


Sad Read Office: MAIDSTONE 5568 London: 60, FLEET ST. Central — | 


ALTHOUGH it was the first time 
they had entered for a drama festi- 
val, the Daily Mirror-Sunday Pic- 
torial drama group, the Geraldine 
Players, did well in the Battersea 
Borough Council's festival. Fifteen 
amateur companies competed, each 
presenting a one-act play, and the 
Geraldine Players were awarded 
second place in the open class. 
Their play was “Last Judgment,” 
which was about the last night of a 
fictitious drama festival, the part of 
the adjudicator being played by the 
author, John Tully, of Mirror-Pic 
subsidiary, West African News- 
papers, Lid. His wife Susan, of the 
Daily Mirror advertisement depart- 
ment, was also in the cast. Cecil 
King, chairman of the Mirror-Pic- 
torial group, presented the prizes. 


Third novel in 
18 months 


"THree novels published within 
eighteen months is the notable 
achievement of Bernard Ash, publicity 
manager, Daily Herald. The success 
of his first 
novel ‘Silence 
for his Wor- 
‘ ship,” which 
went to two 
impressions 
and was also 
published in 
American and 
German 
editions, was 
consolidated 
by “ Omega 
Street." Now 
comes his 
third, “ Three 
Men Went to 
War” (Staples 
It is a story of Service life 


10s. 6d.). 
during the “ phoney war " of 1939-40. 


Publicity reaches 
new heights 


QNE of the richly-deserved com- 
pensations for being a journalist is 
an occasional outing that causes 
one’s friends and colleagues to say 
“You lucky old so-and-so!’ One 
such happened last week. 

Just before 11 a.m. I was in my 
office. At 1 p.m., in dazzling sun- 
shine over a floor of cloud above 
Bournemouth, I was listening to 
the BBC news. A little later, over 
Cherbourg, I was eating lobster and 
fillet steak, my champagne glass 
being frequently replenished with 
excellent champagne by pretty 
stewardesses. 

At 4, alas, I was back in my office. 

Before the flight (in a Viscount) 
the party of pressmen, of whom I 
was one, had been shown over 
the wonderful new £2,000,000 BEA 
Engineering Base at London Airport 
by enthusiastic production engineers. 

Our host for this memorable 
occasion was Lord Douglas of 
Kirtleside, chairman of BEA, ably 
abetted by Peter Masefield, chicf 
executive, W. Simpson, chief press 
and information officer, and others. 

Just why is it that BEA can 
serve a better meal at 20,000 ft. than 
can most hotels at ground level? 
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AGENCY REBUILT 
AFTER THE WAR 


MEDIUM in size but high in 
standing, J. J. Rouma & Co.. of 
Amsterdam, now celebrates its 65th 
anniversary. J.J. Rouma, the present 
ee gern ye 
n with this 
agence for 
over years 
as indeed 
mm have some of 
Fits clients, 
S though after 
the last war it 
was necessary 
to rebuild the 
business from 
the ground 
floor. With 
extensive ad- 
vertising and 
marketing 
business for 
clients and agencies in Belgium, 
France, Germany, and Britain, it 
handles international accounts of 
the calibre of Elizabeth Arden, BEA, 
British Van Heusen, British Travel 
and Holiday Association, and Goya. 
During 1951-52, Mr. Rouma’s son, 
Albert Rouma, was with Colman, 
Prentis & Varley and Voice & Vision, 
studying the practical side of adver- 
tising and public relations. He is now 
engaged in marketing and selling for 
Netherlands and British firms. 
> * * 


"THE sudden death of 
Meayers, advertisement manager of 
the Times of Ceylon, comes as 4 
shock. He was at his desk as usual 
all day on Wednesday of last week, 
but collapsed and died in his flat 
the same evening. 

Mr. Meayers, who was 51, started 
at the bottom, literally as well as 
metaphorically, as a lift boy in the 
Daily Mail building. He was fond 
of telling how he used to take the 

reat Northcliffe up in the lift. 
‘rom this job, he moved up into the 
advertisement department of North- 
cliffe House, and went to Newcastle 
when the Evening World was started 
in that city. 

It was in 1932 that he became 
advertisement manager of the Bristol 
Evening World, where he remained 
—_ joining the Times of Ceylon in 

0. 


Both in Bristol, where he played 
an active part in the publicity club 
and the sales managers’ association, 
and in Ceylon, where he quickly 
adapted himself to the unfamiliar 
conditions, he was much liked. 

” oo * 
Dimitri DE GRUNWALD, who 
is 40, on the final of the men's 
open singles tennis championship at 
the Roehampton Club last Sunday. 
Mr. de Grunwald is managing 
director of Screenspace Ltd., who 
make advertising films. 


CONTACT 
WEEK'S WISECRACK 
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“ At today’s transfer prices 
we ought to put our art 
director on the market” 
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British Council 


journal closes 


Britain To-day, the month! 
journal published by the Britis 
Couneil, is to cease publication 
from the December issue. Founded 
in 1939, its circulation is entirely 
overseas, The British Council state 
that although there have been many 
new subscribers during the past 
ear, there is still an adverse gap 
Cotuben receipts and expenditure, 

= * . 


October issue of Junior Age is 
the largest ever published. It has 
116 pages plus covers, with nearly 
80 pages of advertisements. 

* cs * 

Special Cycle Show numbers of 
The Bicycle will be published on 
November 10 and 17. Both issues 
will have a full coloured cover and 
at least 76 pages. 

” * ” 

Two special Show numbers of 
Motor Cycling to be published on 
November 11 and 18 will be greatly 
enlarged and carry’ full-colour 
covers. The November 11 edition 
will feature a detailed preview and 
buyers’ guide of British and Con- 
tinental machines at the Earls Court 
Cycle and Motorcycle Show. 

+ a * 

Last week's Croydon Times had a 
three-page feature on the Motor 
Show. Similar feature pages were 
included in the group's district 
newspapers, carrying advertisements 
applicable to those areas. 


Country Life Annual 1955, on sale 
November 4, price 7s. 6d., includes 
full-colour supplements on Japanese 
Craftsmanship, Autumn Colouring. 
and Old English Lustre Ware. In 
all there are 48 articles and a total 
of 220 pages, with 94 advertisement 
pages, 20 in full colour. 

+ * 

Owing to Porn + on space, the 
Warrington Guardian is reintroduc- 
ing the division of certain classified 
advertisements between A and B 

itions. 

a” o + 

The October issue of Fashions and 
Fabrics features a 12-page supple- 
ment devoted to Orlon, the Ameri- 
can man-made fibre. The feature, 
in three colours, carries eight fabric 
samples. 


+ * ” 
The title of Sport journal has been 
changed to Sport Express. 
a” * * 


Type area of Transactions of the 
Institution of Chemical Engineers 
has been increased to 10 in. by 7 in., 
in accordance with the Incorporated 
Society of British Advertisers’ 
recommendations. 

* a * 

A book supplement in the Nov- 
ember Tail-Wagger Magazine lists 
dog and cat books suitable for 
Christmas presents. 

om * * 

The Melbourne has _ cele- 
brated its centenary with a 128-page 
issue, believed to be the largest 
single issue of any daily newspaper 
in the southern hemisphere. It 
included a 64-page supplement 
tracing the history of the paper. 


*” ADVERTISING MANAGER’S CORNER | 


ELEVENTH HOUR 


When you've left things to the last minute; when 
the fateful eleventh hour has sixty seconds to go and 
you still haven't the ghost of an idea; then you can 
either sit down and start composing a short snappy 
letter of resignation, or you can get Harris on the 
‘phone and ask for some quick action. If you want 
to see just how long it takes a real expert to produce 
a top-line idea, tie it up to a first class bit of colour 
printing and whistle it around to your Goods Entrance, 
then reach for the telephone; the sands are running out. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30, KINGLY STREET, LONDON, W.! 
Tel.: REGent 3295/6/7 


In addition to The Autocar, the 


journals Automobile Engineer and’ 


achting World, plus a wide range 
of Iliffe technical books and diaries, 
are on display on the Iliffe stand at 
the Motor Show. The stand, which 
occupies over 600 square feet, was 
designed by A. L. Reeve, display 
manager of lliffe’s publicity depart- 

ment. 
” * + 

Last Saturday's issue of the 
Burnley Express of 20 pages, was 
the biggest since 1939. 

” ” * 

The ABC figure for the Mid- 
Sussex Times from April to Sep- 
tember, 1954, is 13,070, an increase 
of 411 copies over the average total 
for the similar period of 1953. 


+ + . 

The Times of Ceylon group is to 
publish a new morning newspaper 
in Epglish from November 9. It is 
to be called the Morning Times. 
This will bring the total number 
of newspapers being published by 
the group to six. 

* * 

A 16-page gift supplement will be 

included in next week's Woman. 


Children’s supplement 


This week's Drapers’ Record 
included a 70-page supplement on 
children’s wear entitled “Tots to 
Teens.” 

* ” 

A new weekly magazine, The 
Broadsheet, is being produced by the 
offset litho process. Selling at six- 
pence, the first issue is devoted to 
reproduction of Topolski'’s Chronicle 
and is designed as a “ poor man's 
version "’ of his works. Although 
the first issue carries no advertise- 
ments the second issue this week is 
expected to have a run of 10,000 
with four panels in full colour, four 
in two-colour and eight in mono- 
chrome. It is intended to publish 
reproductions of paintings in full 
colour as well as entertainment 
guides. Publisher is Jack Kohn, 
and it is printed by the Portsdown 
Press. »& * * 


This week's issue of Mickey 
Mouse Weekly featured the first of 
a new series of 7 pocket booklets 
which are being presented free with 
each copy. Also included was an 
easy-to-enter competition with prizes 
to the value of £100. 

” + + 

The Daily Sketch, with 25 other 

ublications and 187 books, has been 

anned from circulation in the Irish 

Republic under the Censorship of 

Publications Act. 
+o o * 

The Pimpernel Press are giving 
resorts and conference centres space 


| free of charge in the December issue 
| of Conference News so that they 


can offer Christmas and New Year 
greetings to conference organisers. 
* * * 


Investors’ included a 


Chronicle 
32-page survey of the Motor Show 
last week. 
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Local newsagents are co-operating 
in an “Investors’ Chronicle” cam- 
paign now taking place in Bourne- 


mouth. Shop displays for the journal 
are backing a series of local press 


advertisements, ers, and the 
direct mailing 5,000 promotion 
folders. 

* * * 


Television visited the Exhibition 
of. Contemporary Furniture and 
Furnishings at Kendal Milne, in 
Manchester, on Tuesday during 
“Woman's Hour.” All the room 
settings at the exhibition are 
designed by House & Garden. 

7 * * 

Albert Milhado & Co., Ltd., have 

Nn appointed representatives in 
the United Kingdom for L’Avenir 
Colonial Belge, recently purchased 
by Pourquoi Pas?—Congo, which 
is also handled here by the Milhado 
organisation. 


Noted 


Achievement Publicity Services of 
Bradford have secured the sole 
advertisement rights for the Bourne- 
mouth Symphony Orchestral publi- 
cations and the Sheffield University 
newspaper, Darts and magazine 
Arrows. The company also con- 
trols the advertising within publi- 
cations for the alle Orchestra, 
Liverpool Philharmonic Orchestra, 
City of Birmingham Symphony 
Orchestra and Yorkshire Symphony 
Orchestra. 

* * * 

Wilson Advertising Ltd. are 
moving to 17 Stratton Street, 
London, W.1, from Monday. The 
new premises will accommodate 
Wilsons’ new television technical and 
advisory services. 

* * + 

A mannequin parade of protec- 
tive clothing will c a feature of the 
third national Factory Equipment 
Exhibition, at Earls Court from 
March 28 to April 2 next year. The 
exhibition is sponsored by Factory 
Equipment News and The Factory 

anager. 

* * * 

A press party and reception was 
held at the recently opened Cafe 
Mozart, Piccadilly, last Thursday. 
Public relations were handled by 
R. C. Liebman. 


Stamped 


A specially designed Iraqi stamp 
has been issued to commemorate 
the British Trade Fair which opened 
in Baghdad on Monday. 

* * * 

Air-time advertisement rates for 
Rediffusion Malta will be increased 
from January 1. Individual sub- 
scribers to the service have risen 
from 22,450 in 1950 to 33,400. 

* * * 


A new scheme called the “rush- 
lus service’ has been introduced 
y the Newbold Wells Co., photo- 
graphic printers and typographers, 
of Holborn. Any job handed in by 
an agency at 5.30 p.m. will be ready 
by 9.30 a.m, the following morning. 

* * 


A film of this year's international 
six-day motor-cycle trial, running 
for 33 minutes, will be shown by 
Dunlop six times a day at next 
month's Cycle and Motor Cycle 
Show. 


- - * 

The re-designed Erwin Wasey & 
Co., Ltd., offices are featured in the 
current issue of Design magazine 
and not Display, as stated last week. 
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Do we need an AMERICAN 10 teach 


us our business? 


a WES, we do- 


when our business is TV 


which it is—or soon will be 


This agency has KNOW HOW for sale. If you except a few little things 
like intelligence, integrity and courtesy, that is all. 

One day we woke up to the fact that, in common with all British 
agencies, we had NO TV know how, NO knowledge of the 
technique required for the production of successful TV com- 
mercials. We tried to convince ourselves that we could ‘get by’ 
with our knowledge of advertising on film and a lot of hard work. 
We even entertained the laughable idea that a B.B.C, television 
man with no knowledge of advertising might help us, 

Then, early this year, Henry Hull joined us. He has 
the know how, acquired the hard way, the only way— 
by making a lot of mistakes in the early days of TV in 
the U.S.A. and, soon, by producing a flow of successful 
Henry Hull, Manager of commercials. 
our TV Department. He is busy teaching all of us here. Our TV Depart- 


Until recently he was Director ment is still not far removed from embryo, But it is 
of TV and Radio for Calkins 


& Holden, New York. Before = mee amateur. ‘es - ' 
that he was TV Producer- All this does NOT mean that we P to produce 


Director for N.W. Ayer. “‘American’’ commercials, We sha!l produce what- 
ever kind of commercials prove to se!l more goods to 
more British people. 


ANY ADVERTISER. WHO WANTS TO KNOW ALL ABOUT TV WOULD DO WELL TO CONSULT 


LAMBE & ROBINSON LIMITED 


MARKETING & ADVERTISING 
Sceptre House, 169 Regent Street, W.1. Telephone: Regent 4762 (§ lines) 
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ADVERTISER'S WEEKLY 
ey 
To reach 


all kinds of 


FOOD 
MANUFACTURERS 


COLLINSONS 


ADVERTISING 
AGENCY LTD. 


LEEDS 
advertise in 


FOOD 
MANUFACTURE 


Dawson 
Jar, Bottle, Can, 
Bakers Tray, 
and Utensil 
Washing 


Machines 


FOOD MANUFACTURE 
STRATFORD)HOUSE EDEN ST.,LONDOM, W.W.! 


fps specialised monthl: 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved -open-cast coal 
iron = ore, 

developments, land 
elamation, harbours 
docks, coast defence works, 
river widening, canal con- 
struction, ec. 


MUCK SHIFTER 
and Public Works Di 
is another publication of the 


LEONARD HILL) 


TECHNICAL GROUP 


and 
re- 
and 


Current Advertising 


Record campaign launches 
Palmolive’s ‘lather bomb’ 


Large spaces for 


wrapping offer 


Hudson & Knight Ltd. are 

repeating last year’s offer of Christ- 
mas wrapping sets. A _ half-page 
advertisement in Tuesday's Dally 
Express and a full-page advertise- 
ment in the Daily Mirror explained 
that to get a Christmas wrappin 
set, which contains 33 pieces o 
gaily coloured. Christmas material, 
readers had to collect cight tops or 
wrappers from any of the Hudson 
& Knight products, 
_ Other large spaces will be taken 
in national newspapers and maga- 
zines. Lintas Ltd. handle the adver- 
tising for this offer. 

Another Christmas offer comes 
from the makers of Bird’s custard, 
who are featuring a Father Christ- 
mas Toby Jug. This will be supplied 
on receipt of a Bird's Custard 
inner seal and 5s, The offer will be 
featured in women’s magazine 
advertising. Young & Rubicam Ltd. 
are the agents. 


Sanatogen boost 


Next year’s appropriation for 
Sanatogen tonic wine will be con- 
siderably increased. The schedule 
includes more than 1,000 large 
space advertisements in the national 
daily and Sunday press, provincial 
newspapers, magazines and trade 
press. Agents & 
Crowther Lid, 


are 


Backed by the biggest advertising 
campaign a shaving product has 
ever received, Rapid-Shave aerosol | 
lather, made by Palmolive, will be 
launched at the end of this week. 


This new product, which is 
described as Palmolive’s new “lather 
bomb,” will be heralded by 11 in. 
triples in the Daily Express, Daily 
Mail, Financial Times and The 
Times. Large spaces will also 
appear in the London evening press, | 
national Sunday newspapers, lead- 
ing magazines and the trade press, 


American sales | 


Rapid-Shave has been on sale in 
America for a considerable time and 
has, the makers claim, been a great 
success. It will be sold in this 
country, for the first time, in a 
cylindrical container and is applied 
to the face by pressing a button 
which operates a nozzle at the top 
of the pack. 

Display material for retailers will 
feature a large-size replica of the 
new press-button container. 

To meet the Christmas demand, 
Rapid-Shave has also been produced 
in a Christmas pack; this will be 
publicised in special pre-Christmas 
advertisements. Agents are Masius 
& Fergusson Ltd. 


Helenca agents 
Agents for Kayser Bondor’s new 


Helenca nylon pants are Erwin 
Wasey & Co., Ltd. 


GREATEST DISCOVERY IN 
«SHAVING HISTORY 


oo 


First press advertisement for Palm- 
olive Rapid-Shave. 


Van-poster drive 


for new product 


Fibreglass Ltd. of St. Helens have 
introduced a form of roofing insu- 
lation, suitable for installation in 
hava houses. Among the media 

ing used to announce the new 
pr uct are van-posters, through 
. B. Lawrence Ltd. 

Another van-poster advertising 
ee n which is being handled by 
T. B. wrence Ltd. is Afrikander 
Gold cigarette tobacco. 


| CURRENT ADVERTISING AT A GLANCE 


Accounts 


PEARCE DUFF & CO. LTD., jelly 
and custard powder manufac. 
turers, for Raynor, Webber & 
Stiles Lid. 

THE HOPETOUN ESTATE DE- 
VELOPMENT CO., for J. G. Mc- 
Callum & Co., Edinburgh. 

THE COLLISON INHALER, 
KINGS TELEVISION MAIN. 
TENANCE, PETER BLACK 
blouses, accounts for Conroy 
Wykes Advertising Lid. 

HALLMAC TOOLS LTD. for 
White Advertising, Birmingham. 
Technical journals to be used for 
campaign. 

EVER-REST SHOE CO., LTD., for 
White Advertising, Birmingham. 
Campaign has been planned for 
10 women's magazines. 

PLANET JIG & TOOL CO., LTD. 
for Nigel Rainbow and Partners. 

ANGEL ELECTRICAL INDUS. 
TRIES LTD., makers of Guardian 
Angel water tank warmer, for 
John Benington Lid. Campaign 
using national dailies. 

G. B. KENT & SONS LTD. 
brushes, COSBY COMB CO. 
LTD. TITTERTON & 
HOWARD LTD. brushes, 
accounts for C. P. Wakefield Ltd. 

PAKISTAN INTERNATIONAL 
AIRLINES, for Grant Advertis- 
ing Ltd. Campaign planned to 
announce inauguration of service 
between London and Karachi. 


Campaigns 

FLAVEL-SEYMOUR grates will be 
using national campaign (R. H. 
Jackson Ltd.). 

OSRAM~ Christmas decoration 
lights, using trade press to 
announce price reductions (W. S. 
Crawfords Ltd.). 

RAPID-SHAVE made by Palm- 
olive, — a ae in Daily 
Express, aily ail, Financial 
Times, The Times, London evening 
press, magazines and trade press 
(Masius & Fergusson Ltd.). 

DRENE SHAMPOO using national 
dailies and Sundays, women’s 
magazines and trade press to 
announce new saciet (brwin 
Wasey «& Co., Ltd.). 

STENORETTE office dictating 
machine, made by Grundig Ltd., 
using Financial Times, Punch, 
provincial newspapers, trade and 
administrative press to announce 
new product (Reid Walker Adver- 


Ty, Ltd.). é 

VITACUP food beverage, using 
half-page in pay Sketch, large 
spaces in national press, provin- 
cial newspapers and trade 
journals (S. T. Garland Adver- 
tising Service Ltd.). 

PAXO stuffing using national daily 
and Sunday press, Radio Times, 
women’s magazines and trade 
journals for pre-Christmas cam- 
but (Alfred Pemberton Ltd.). 

R K polish using national 
dailies and Sundays, provincial 
press, trade journals and large 


soem in women’s ree 

(Samson Clark & Co., Ltd.). 

STEAD SCREWMASTERS screw- 
drivers using national daily press, 
London evening newspapers, pro- 
vincial press, magazines, technical 
journals and trade press (A. A. 

lack Ltd.). 

O LTD. using trade, consumer 
and motoring journals (Nevin D. 
Hirst Advertising Ltd.). 

GOOD LISTENING LTD., radio 
and television, using half and 
uarter pages in provincial press 
‘or winter campaign (Nelson 
Advertising Service Ltd.). 

soap pads and cleanser 
using national daily and Sunday 
press, women’s magazines, provip- 
cial and trade papers (Saward 
Baker & Co., Ltd.). 

.WHITE FIRE perfume, made by 
Grossmith, using large spaces in 
women's magazines to launch new 
product. Small campaign in 
national and provincial press 
(Gordings el 4 

HUDSON & KNIGHT LTD., es 
full-page in Daily Mirror, - 
page in Daily Express to 
announce Chri S wrappings set 
offer (Lintas Ltd.). 

TUNIS DATES using half-pages in 
children’s publications inc’ 
Junior Mirror (Mather & Crowther 
Ltd.). 

JAMAL DE LUXE system of per- 
manent waving using full-page 
and half-pages in provincial press 
for winter campaign (Gordon & 

Advertising Ltd,). 
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Hit ’em hard... 


We at S. C. Peacock believe in the direct approach. In our advertisements the 
selling points are hammered home again and again in clear, hard-hitting copy that’s 
brief and to the point. 
Such an approach gets results. We know this because where possible the reader is urged to act 
there and then. Coupons and keyed addresses, for instance, show not only how successful the 
campaign is, but also which particular advertisement (and paper) is pulling hardést. This 
knowledge gives us, as an agency, a steadily growing file of information on ads. that sell and 
media that pay. Also the response provides our client with proof positive that his 
advertisements are being noticed, read and acted upon. 


If you are looking for a hard selling advertising campaign backed by clear thinking, 
consult 8. C. Peacock. 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081 - 18 LLOYD ST., MANCHESTER 2. DEAnsgate 5691 
21 LEIGH STREET, LIVERPOOL. ROYal 8861 RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM. CENtral 7705 
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AN ANNOUNCEMENT ABOUT 
TELEVISION ADVERTISING 
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N 1949 BRITAIN BEGAN arguing about commercial 
I television. Early as it was, Colman, Prentis and Varley 
started to prepare—just in case. 

Now, five years later, plans for commercial television are 
crystallising. We have had definite objectives and our 
preparations have been intense. 

In 1955 free TV will be functioning. C.P.V. are ready— 
ready with trained staff, tested procedures, and a full 
background of experience—ready to give their clients 
effective advertising in this as in every other field. 


STARTING FROM SCRATCH 


From the moment we began thinking, certain things 
became plain. British commercial television would be 
something quite new : something on its own. It would be 
unlike BBC television because it would be commercial. 
It would be unlike American television because it would be 
British — and especially because there would be no 
sponsored entertainment, as in America. 

Creating advertising for British commerical television 
would, therefore, be something entirely new : something 
no one had ever done before. 

So we had to start from scratch. 

We began by asking questions and seeing people. We 
asked experts. We found American television advertising 
specialists who taught us much. We found BBC tele- 
vision experts who gave us valuable help. But we could 
not find trained British television advertising people — 
because no such animals existed. We had to make them. 


THE AGENCY HOLDS THE REINS 


And then another thing became plain. The new _— 
—the British television advertising man — must an 
advertising man or woman. An advertising man who 
knows about using British commercial television, just as 
he knows about using British newspaper, magazine, 
poster, direct mail and film advertising. 

In short, television advertising must be a normal adver- 
tising agency function. The creative planning and 
writing, the executive co-ordinating and costing, must all 
be done inside the agency by agency people who know 
what they are doing on behalf of their clients. It must be 
as natural and automatic a of their thinking as the pre- 
paration of press, poster, direct mail and any other sort of 
advertising (all of which will, of course, go on being as 
vitally important as ever: television advertising, however 
successful, is unlikely to be more than 10°%,-12°% of 
total advertising expenditure for a long time to come). 


WE TAUGHT OURSELVES 


As soon as we realised these simple truths, we saw how 
big the problem was. All agency people are trained to think 


in terms of press and poster and the other existing media. 
But how about training them in something which didn’t 
yet exist ?* 

It became perfectly clear to us that we had to train 
ourselves by doing the job. We had to work as though 
British commercial television were already operating ; 
we had to put the work through the agency, as it would 
inevitably have to go; and we had to use specialists for 
those things that they could best do. Thereby we could 
find out what commercials we could actually make in this 
country. Between ourselves and the specialists we 
employed we had to tackle all the questions of script 
writing, casting, running to time in seconds and a dozen 
other things. With the specialists we had to learn about 
rehearsal, voice direction, marrying of sound with action, 
set design and building, dressing and so on, and their 
costs here in Britain. 


A LOT TO SHOW FOR IT 


And that, with the help of our clients, is what we did. 
We put orders for more than 70 commercials — and 
some shopping guides — through the agency. We made 
experimental television commercials for the widest 
variety of products by the widest variety of techniques. 
There was an immense amount of trial in all this — and a 
great amount of error. The errors — and not a few 
successes — we have on film and can show. Both are . 
instructive. As a result we have, we think, 

(a) trained a lot of advertising people to think in terms 
of television and work with outside specialists ; 
(b) trained an advertising agency to operate television 

advertising ; 
(c) made many, many, more experimental TV 
commercials than anyone else in this country ; 
(d) found answers to a great many questions about 
British television — questions about technique, 
organisation, and costs. 


HAVE WE GOT THE ANSWERS? 


Of course, we ended with more questions than we began 
with. But here are some questions on which we now have 
views (which may of course be altered by further ex- 
perience, or by rules and regulations put out by I.T.A. 
or programme contractors). 


* It is only when facing the unknown that you realise the great mass of 
accumulated knowledge in an agency about advertising technique ; the vast 
store of knowledge about 11 in. TC’s, ro pt. Garamond, 16 Sheet Posters, 
the readership of “ Weekly Woman ”"’, the efficiency and costs of Messrs. Y as 
typesetters and Messrs. Z as blockmakers, and the unspeakably bad printing of 
the Barsetshire Evening Telegraph, which nevertheless has a very good coverage 
in its part of the world 

An agency needs a great knowledee of tec uc to give its clients proper service 
in existing advertising It will as much to give proper service 
in te.cvision advertising. 
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How cheaply can you make a commercial ? 


How much more do you have to pay for the very 
best ? Is it worth it ? 


Is it better to have a series of different films or go on 
repeating the same one? Does the value of varia- 
tion outweigh its greater cost ? 


Is it better to buy one 60-second spot or three 
20-second spots ? Would the frequency and variety 
of the short spots outweigh the greater impact of the 
long one? If so, would they outweigh it enough to 
offset their greater production cost? Will the impact 
of 60 seconds be greater anyway ? 


Can you mix live action and animation ? 
For a product which can be advertised either on 


television or in the press, on which would the 
advertising pound be better spent ? 


How valuable are established TV personalities ? Are 
they valuable enough to be worth their price ? 


What is the relative importance of sound and vision? 
How useful is a jingle, and for what ? 


What sort of voices are most effective: soprano, 
contralto, tenor, bass? Why? When? 


How closely ought your television advertising to be 
married to your press advertising ? 


How will people who have opposed commercial 
television react to a product advertised on it ? 


A newspaper advertisement has no accent: will 
“BBC English” in a commercial annoy (for example) 
Northerners ? 


If your competitors use television, must you use it 
too? If they do not, is it unnecessary for you ? 


Is a television audience a “ captive audience ” ? 
If it is footloose — if viewers leave to get drinks 
when the commercial starts — is it worth making the 
commercial seem pure entertainment at the be- 
just to keep people in their seats ? Or is this 
ouly 


If you are not in competition with our clients 
listed in this advertisement; if you are 
interested in television not for entertainment 
but for selling; and if you would like to see how 
one agency has actually got down to the 
problem, then please get in touch with us. 
We shall be glad to show you our many 
experiments, to tell you about our ideas, and to 
ty to answer your questions. 


Some clients in the United Kingdom 


ELIZABETH ARDEN LTD 
ASHE LABORATORIES LTD. 
Amplex ,Bantol, bandbox, Headspin 
BENTALLS LTD. 
BERKERTEX SALES LTD 
J. BIBBY & SONS, LTD 
Rex Margarine 
BRITISH EUROPEAN AIRWAYS 
CADBURY BROS. LTD. 
Cup Chocolate, Drinking Chocolate, Bournville Cocoa 
CHARNOS HOSIERY LTD 
J. CINNAMON LTD. Cintique Furniture 
"I & P. COATS LTD. 
COLAS PRODUCTS LTD. 
CONSERVATIVE AND UNIONIST CENTRAL OFFICE 
CROSFIELDS (CWG) LTD. 
Breeze Toilet Soap 
DERETA (LONDON) LTD. 
D. H. EVANS & OO. LTD. 
DICKINS AND JONES LTD 
D.M.P,. SALES LTD. Dried Milk Products 
J.C. & J. FIELD. 
Lavend-air, Care 
FORTNUM & MASON LTD. 
FRENCH OF LONDON 
J. GODDARD & SONS LTD. 
GOYA LTD. 
Oo. R. GROVES LTD. 
Sunkap, Sunfresh orange drinks 
GUEST INDUSTRIALS LTD. Industrial Agents 
IMPORTERS OF MADEIRA WINE LTD, 
INTERNATIONAL CHEMICAL CO, LTD, 
Bisurated Magnesia, Kolynos 
THE JAEGER OO. LTD. 
LEICESTER TEMPERANCE BUILDING SOCIETY 
LINES BROS. LTD. 
Tri-ang Toys, Pedigree Prams and Dolls 
WILLIAM MACDONALD & SONS (BISCUITS) LTD. 
Chocolate Penguin, Munchmallow, Glengarry Biscuits 
MANN, CROSSMAN & PAULIN LTD. : 
W. M. MILLER & CO. LTD. Mentor Shirts 
PHILIP MORRIS & OO. LTD. 
NATIONAL NEEDLE ARTS BUREAU LTD. 
NECCHI LTD. 
Sewing Machines 
THE NEW YORKER MAGAZINE 
NORVIC SHOE CO. LTD. 
REGENT STREET ASSOCIATION LTD, 
RYVITA COMPANY LTD. 
A. & R. SCOTT LTD. 
Porage Oats, Baby Foods 
SHELL-MEX AND B.P. LTD. 
Shell Petrol 
Shell and BP Aviation Service 
Snowflake Anti-Freeze 
Bitumen Products 
THE SILK CENTRE 
SOUTHALL'S (Birmingham) Ltd. 
STRONG & FISHER LTD. 
JOSIAH WEDGWOOD AND SONS LTD. 
WESTCLOX LTD. 


COLMAN, PRENTIS & VARLEY, LTD. 
Advertising and Marketing 
34 GROSVENOR STREET, LONDON, W.1. MAYFAIR 9111 


Offices in New York, Caracas, Milan, Paris. Associates in 53 Countries 
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ADVERTISER'S WEEKLY 


CARRYING 
MORE & MORE 
ADVERTISING 


National Newsagent 
Bookseller Stationer 


May we send you details 
of this leading journal ? 


ap 


“eneen oF tHe 
avert = #uenew 
OF IE aon 


By far che largest net sales 


149 Fleet Street, E.C.4 
CITY 2604 (5 lines) 


HILL & ECKERSLEYS 
LIMITED 


LETTERPRESS 
COLOUR 
PRINTERS 


NEEDHAM AVENUE, 
CHORLTON-CUM-HARDY, 
MANCHESTER, 21. 
TELS: CHOriton 1068/6385 


(ey) .+.m symbol of 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C2 HOLborn 252! 


COMPANY REGISTRATION 


Private Limited Companies for the Adver- 
tising, Publishing and Allied Professions 
formed within eign days. 

Full jon-tree particulars 
upon receipt of written or 
enquiry. 


HENDON 
BILLPOSTING 


GIANTS? 


. Photographic ¢nlargements tell 
the story more effectively than words, 


Autotype, Brownlow Rd., W.13 Ealing 269! 


a «2 


| tinue its business, and it was pro- 


| oaier voluntary liquidation. 


280 


Legal & Gazette 
Space shortage 
caused drop 
in turnover 


Pursuant to section 293 of the 


| Companies Act, 1948, a meeting of 
| creditors of the New Era Adver- 


tising Service Ltd., of 19 Ludgate 
Hill, E.C4, was held at the 
Stationers Hall on October 21. 
Molloy, director and secrc- | 
tary of the firm, who presided, 
reported that due’ to the amount 
— to trade creditors it was not 
possible for the company to con- 


posed to wind-up the company 


members had passed the 
necessary resolution with S. R. 
Stammers as liquidator. 

Accotding to the statement 
affairs, on October 20, 1954, 
liabilities amounted to £10, 821, all 
due to; unsecured creditors. ‘The 
assets totalled £2,123, or a deficiency 
of £8,698 

Mr. Stammers stated the company 
was formed by W. A. Pryor and 
Mrs. Pryor in 1941, and applied for 
and was granted a moratorium in 
October, 1951. At the time the | 
finance committee of the Newspaper 


| Proprietors’ Association investigated 


the company’s affairs before agree- 
ing. to t moratorium. | 
he position in October, 1951, 


| was that there were total liabilities 


of £15,600. The assets would have 
realised approximately £5,180, 


| which, after pa paying off a debenture 


of £420 and a quidator’s expenses, 
would have enabled a dividend of 
approximately 5s. 6d. in the &. 

As a result of the moratorium, the | 
company had continued to trade, 
and for the year to October, 1952, 
there was a net profit of £3,656 on 
a turnover of £85,500, For the year | 
to October, 1953, the net profit was 
£778 on a reduced turnover of 
£75,000, but for the half year to 
April, 1954, a net loss of £1,347 
was incurred on a turnover of 


Business fell off 


The serious drop in turnover after 
April, 1953, was said to be duc to. 
falling off in mail order business, 
and the acute difficulties experienced 
in obtaining space in the national | 
papers. During the last 18 months | 
a loss of about £2,000 had been 
sustained by way of bad debts duc | 
to the failure of certain mail order | 
concerns. 

Under the guidance of the finance | 
committee, however, the directors 
tried to reduce expenses, but with 
the bad debts it was found that the 
economies could not make up for 
the falling turnover. The directors 
thereupon decided to close up and 
save what was left for the creditors. 

Mr. Stammers added that in 
December, 1952, all creditors for 


amounts in excess of £10 were paid 


a dividend of 3s. 4d. in the £, and 
all creditors for sums up to £10 
were paid in full as agreed under 
the moratorium, With the antici- | 
pated payment of 4s. 14. in the £, 
as disclosed by the statement of 
affairs, creditors wt receive 7s. 5d. 
as compared with 5s. 6d. had the 
moratorium not been granted. 

The creditors present resolved to 
confirm the voluntary liquidation 
with Mr. Stammers as liquidator, 
and also appointed a committee of 
inspection consisting of the repre- 
sentatives of Kemsiey Newspapers 
Lid., liffe & Sons, Ltd., and St. 
Clements Press Ltd. 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s, per display panel inch. 


APPOINTMENTS WANTED, 3s. per line, 35s. 


per display panel inch. All other 


classifications, 4s. per line, 45s. per display panel inch. oe 3 limes. Box No. 
charge, one line plus 9d. covering postage, etc. application : all 
advertisements under seven insertions MUST BE PREPAID. oe -- “* Advertiser's 


Weekly,” 180 Fleet Street, London, E.C.4. 


CHAanecery 8844 (Ex. 25). 


Advertiser’s Weekly Classifieds 


Tuesday 10 a.m. will be the latest time for accepting classified 
advertisements to be published under appropriate headings. 


An unclassified column is available up to Tuesday, 4 p.m. 


APPOINTMENTS VACANT © 


Situations Vacant: ** The engagement of persous answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency } the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


he or she, or the 


employment, is excepted from the provisions of the 
of Vacancies 


Order 1952.” 


Applicants must be able to 
for creative leadership to 


thirties. 


Glaxo Laboratories Seek a 
SENIOR ADVERTISING EXECUTIVE 


Applications are invited for a senior executive appointment 
in the Advertising Department of Glaxo Laboratories Ltd. 
The duties of the post are to brief, stimulate, assess and 
co-ordinate all the creative work of the department's 
Studio and Copy teams, servicing a world-wide organisation. 
rovide clear evidence of ability 
ne standards. The post offers 
opportunity also for increasing administrative and plannin 

responsibility. it is a permanent appointment, an 

pensionable—a settled, progressive career for a man of 
established advertising qualities, probably now in his late 


Apply first in writing, with all appropriate details, to 


Senior Personnel Officer, Glaxo Laboratories Ltd., 
Greenford, Middlesex. 


BUS ADVERTISING SALESMAN, pre- 
ferably experienced, mobile. Sales 
record and full details to Manager, 
Cowan Ad-Service Lid., 175 St. 
Vincent Street, Glasgow, C.2 

INVOICE TYPIST required, previous 
experience of space and block invoic- 
ing necessary. Must he reliable and 
accurate at figures. Five-day . 
Call, Crane Publicity Ltd., 1 Fitzroy 
Square 


| AN EXPERIENCED YOUNG MAN 


required (age about 25) in our pro- 
duction dept. to handle grou of 
accounts, including biock ordering, 
maintenance of records, etc. Must be 
reliable and able to work with the 
minimum of supervision. Five-da 
week. Call, Crane Publicity Ltd., 
Fitzroy Square, W.1. 


FEMALE ASSISTANT wired by 
busy Commercial Art Studio to ad- 
minister routine detail work, record- 
ing of orders and progressing. Know- 
ledge of typography an advantage. 
State experience, age and salary 
required 
Box 9186 Ad. Weekly 180 Fleet St BC4 


VACANCY OCCURS for Senior Assis- 
tant in advertising department, eventu- 
ally taking over as anager. Appli- 
eants must be accustomed 
layouts, copy, catalogue and literature 
layouts, preferably with line drawing 
experience but not essential. Excellent 
opportunity those seeking managerial 
status. State age and full — 
vious experience. Comme: ng salary 
£6 oward | Claytoo- Wright Ltd be 
Wellesbourne, Warwick. 


DEPARTMENTAL 
STORE 
ADVERTISING 


We have an opportunity for 
a person who is closely 
engaged on the above (but 
who is not in a senior 
position at present) and who 
is looking for promotion. 


Write: 
MR. JOHN F. PRESTON 
Ripley, Preston & Co. Ltd. 


107/111, Fleet Street, 
LONDON, E.C.4. 


THEATRE DIVISION 
of the 
J. ARTHUR RANK 
ORGANISATION 
has an immediate vacancy 
for an 


EXPERIENCED 


LAYOUT MAN 


with sound knowledge of typo- 
graphy, letterpress and litho 
reproduction and preparation 
of page — for printer. 
Must be able to progress a 
variety of print quickly, accur- 
ately and on own initiative. Full 
details of age, salary required 
and experience to : 


Publicity Controller, 
Circuits om 
Association Ltd., 
Dominion Theatre, 
Tottenham Ct. Road, 
London, W.|!. 
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CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 
pa 


Well-known firm of Silkscreen 


APPOINTMENTS VACANT 
WINDOW 


Experienced agency 
artist and layout man 
required immediately 


for medium-size London agency 
studio. Must be versatile and 
accustomed to work of high 
quality. 


DISPLAY 


Two expert Window-Dressers 
are required by leading Paint 
Manufacturers, to cover the 
Northern/Southern territories 
of Great Britain. This is a new 
development in our sales service 
and requires a man for each 
territory who is determined to 
build it into a successful link 
between this Company and our 
retailers. Must be able to drive. 
Salary and Expenses. Reply 
quoting details of previous ex- 
perience, age, salary required. 


Box 9181 
Advertiser's Weekly 180 Fleet St EC4 


Box 9180 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT 


REPRESENTA- 
TIVE (part-time) required by leading 
shipbuilding and marine engineering 
monthly journal for Birmingham and 
Midlands Remuneration comprises 
office allowance, travelling and enter- 
tainment expenses and commission 
Excellent source @f additional revenue 
for existing representative of non- 
competitive technical journals. Write 
Box W309, c/o Jackson's, 54 Old 
Broad Street, E.C.2. 
ADVERTISING. Experienced man re- 
_— to take charge of adaptations. 
nowledge of layout, repro. processes 
and typography essentia Apply by 
letter Elliott Advertising Ltd., Manton 
gs Great Charles Street,” Birming- 
am 


JUNIOR ARTIST, man or woman, early 


20s, some experience essential and 
ability to do layouts, finished roughs 
and lettering very opportunity and 
ae # gn - for right appli- 
cant. no ee Generous 
bonus ye hone for appoint- 
ment, Kingscott Advertising, 62 Fieet 
Street, E.C.4. CENtral 6316, 


AN EXPERIENCED 
LETTERING ARTIST 


required for studio of London Adver- 

tising Age . Good Salary. 5-day 

week. rite giving full particulars to 
Box 9186 

Advertiser's Weekly 180 Fleet St EC4 


TYPOGRAPHER required by 


West 
End agency. Opportunity for progres- 
sive young man who has the right 
a. oe ‘Phone: GRO 75i1 
xt. 34 


A ground floor opportunity . 


YOUNG 
STUDIO ALL-ROUNDER 


required by London office of established 
agency. The man or woman we need 
can produce quick client roughs, some 
finished art work, printers’ layouts —and 
handle some production. They w.'! be 
self-reliant, confident and speedy if 
this sounds like you, and you'd welcome 
the opportunity of working on your 
own, with the minimum of supervision 
ring WHitehall 4708 or 4722 and ask 
for Mr. Goldwyn. 


required for film work. Particulars to 
Box 9190 Ad. Weekly 180 Pleet Si: £C4 


SHOWCARD LETTERING ARTIST 


PRODUCTION 
ASSISTANT 


C. MITCHELL & CO. LTD., require an 
assistant with a good knowledge of 
print and experienced in the genera! 
routine of a Production Dept. 5 day 
week, Pension Scheme. 

Please ‘phone SECY., for appointment, 
CENtral 648). 


Printers, Multiple display con- 
tractors, require 


REPRESENTATIVES, 


new department opening shortly 
for Mechanical Screen process 
printing, cutting and scoring of 
showcards and Point of Sales. 
Please write stating age, ex- 
perience and salary required to 
Managing Director, 


Box 9214 
Advertiser's Weekly 180 Fleet St EC4 


FASHION ARTIST (female) eae | by 


large West End multi 

~~ | in Pashions for the Pull Puller 
igu Permanent 
cants S  temilier with thi 
| write, with full particulars, 

x ITK.7951, A.K, Advg., 2120 
Shaftesbury Avenue, W.C.2 


ASSISTANT PRODUCTION MAN re- 


quired for central publicity depart- 
ment of large engineering group (north 
Manchester area). Age carly twenties 
Previous advertising of publicity de- 

riment routine experience essential 
The post offers opportunity of de- 
velopment to keen Jruns man. FPive- 
day week and sta nsion scheme. 
Write, giving details of age, experience 
and salary required, to 


Box 9191 Ad. Weekly 180 Pleet St BC4 


ROLES AND PARKER 
ARE GOING AHEAD 


with a programme of expansion which will create two 
new posts in each of two Divisions: 


DIRECT MAIL AND PUBLICATIONS DIVISION 
(A) SENIOR COPYWRITER to join a unit concerned, exclusively, 


with the producing of fine booklets and brochures and other elements 
of Direct Mail advertising, for a variety of important consumer and 
The man for this appointment must be or must 
want to become a specialist in this form of publicity. 


technical accounts. 


(B) SENIOR VISUALISER. 


PRESS PUBLICITY DIVISION 


(C) COPYWRITER. This individual will, undoubtedly, be young. He 
or she will already be in an agency and will have a lively, imaginative 
approach and style which is currently in need of greater opportunity 


for exercise. 


(D) VISUALISER. He (or she) will have similar experience to that of 
Copywriter (C) and must be similarly equipped to bring freshness 
and individuality to a wide range of important accounts. 

Write (no specimens at this stage) giving all relevant details to: 
THE SECRETARY 
ROLES AND PARKER LTD. 
RAPIER HOUSE, TURNMILL STREET, 


Please quote vacancy initial in the top left hand corner of envelope. 


This Visualiser should be one who is 
happiest at heart when applying his talent to really worthwhile sales 
and prestige material—booklets, brochures and like subjects. it is 
intended that he should work in league with Copywriter (A). 


E.c.4 


RPI 


THE 


IF 


you are a layout man 


who has had at least 7 years’ 
agency experience in the production 
of visuals and finished layouts and 
are thinking of making a change 


(you may like to) write to 


ART DIRECTOR 


S. H. BENSON LTD. 


KINGSWAY HALL, KINGSWAY 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SENIOR 
ADVERTISING MAN 


bilingual in French and English, 

experienced in Agency adminis- 

tration and in handling major 

accounts, required for important 

post in Paris by British Agency. 
Write : 


Box 9182 
Advertiser's Weekly 180 Fieet St EC4 


Situations Vacant : 
yy made throu 


282 


APPOINTMENTS VACANT 


‘CLASSIFIED ADVERTISEMENTS 


“ The engagement of persons answering these advertisements mast 
igh a Local Office of the Ministry of Labour or a Scheduled Employment 
gency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
unless he or she, or the employment, 
Notification of 


s from the 
as, - 1952."" 


APPOINTMENTS VACANT 


provisions of the 


EXPERIENCED LETTERING ARTIST 
required for Cireeting Card Publishers. 
Ideal studio conditions lop salary 
for right applicant. Park Royal area 
Box 9201 Ad. Weekly 180 Pleet St BC4 

PUBLICITY MANAGER required for 
old-established engineering company 
in London. Experience in the lighting 
industry would be an advantage 
Pension scheme in force. State age, 
experience and salary required 
Box 9202 Ad. Weekly 180 Pleet St BC4 

YOUNG GENERAL ARTIST required 
Work entails Lettering and ability to 
handle airbrush Call between 
12-1 p.m., or ‘phone TEM. 2730 
Studio Productions Ltd., 65 Long 
Acre, W.C.2 


ARTIST with several years’ studio 


YOUNG ARTIST 


with creative aptitude and able to 
produce good genera! artwork, is 
required a small busy agency. 
Previous agency experience essential. 
Full details to 

Box 9023 


Advertiser's Weekly 180 Fleet St EC4 


LAYOUT MAN required with 


agency experience in doing finished roughs—both black 
and white, and colour, His primary task will be 
to collaborate with a visualiser; but he will also be 


encouraged to develop his own creative powers. 


Write details of experience and salary required to 


Art Director OSBORN E-PEACOCK 


26a Albemarle Street, W.1. 


L. B. SINGLETON LTD. 


require 


PRODUCTION ASSISTANT 


Must be keen, energetic and fully 
experienced in all branches of advertise- 
ment production—preferably also in 
print production. Age about 25. 


SENIOR BOOK-KEEPER 


Thoroughly experienced in agency 
accgunts, departmental duties ; full set 
of books ; typing invoices, etc. Age 
about 28. 


Congenial posts ; 5-day week ; modern 
office, canteen facilities. Apply in 
writing: L, 8. Singleton Led., 16 
Berkeley Street, London, W.!. 


experience in general drawing, re- 
touching and airbrushing work for 
reproduction Interesting work of 
high standard Five-day week 
"Phone Secretary HOL. 1676 


COMMERCIAL ARTISTS capable of 


producing first-class drawings of 
nomes, goblins and nursery rhyme 
airy scenes are invited to write 

Box 9200 Ad. Weekly 180 Fleet St EC4 


JUNIOR TECHNICAL WRITER  re- 


| mews by leading radio valve manu- 
acturer Age approximately 22-25 
Previous experience in an advertising 
department an advantage but not 
essential, Write, giving full details of 
age, previous experience, qualifications 
and salary required, to 

Box 9195 Ad eekly 180 Pleet St BC4 


salary required, 


RESEARCH 
OFFICER 


A leading agency in the middle sized 
group requires a research officer to 
contact and advise on research for 
clients, principally in the consumer 
field. This is a position with prospects 
in a growing agency. Work in London 
but occasional travelling. 
details of previous experience and 


Box 9212 


Advertiser’s Weekly, 180 Fleet Street, 
E.C.4, 


Give full 


TWO VACANCIES 


(1) ASSISTANT DESIGNER 
(graphic), must be experienced all 
round man capable of carrying out 
preliminary and finished drawings 
including lettering for showcards, 
packaging and graphic design. 


Q) ASSISTANT DESIGNER 
(Industrial Design), experienced 
man capable of carrying out 
general design for consumer pro- 
ducts, displays and exhibitions ; 
first class presentation and work- 
ing drawings and specifications. 
Send details of past experience and 
specimens to Miss Hunt, c/o 
Ww. M. de Majo, 33 jubilee 
Place, London, S.W.3. 


VOUCHER DEPT. 


of Austin Knight Led. has the 
following vacancies :— 


|. Young Man (aged 23). Know- 
ledge of newspapers necessary. 
Must have completed National 
Service. 


2. Junior (male) aged 16, excel- 
lent opportunity to learn. 


Write or telephone for appoi 


vr 


8 Grape Street, Shaftesbury 
Avenue, W.C.2. TEM 7801. 


Leading Machine Tool Organization 
invite applications for post of 


PUBLICITY MANAGER 


Duties including preparation of 
Company's house journal and full 
handling of technical advertising and 
publicity programme. Applicant should 
have experience of dealing with 
publiciy agents and direct with 
publishers. 


Apply indicating full particulars of age’ 
experience and salary required to— 
Box 9232 
Advertiser's Weekly 180 Fleet St €C4 


The British Drug Houses Ltd. has an 
opening for a 


VISUALISER 


with che ability to apply a lively and 
discriminating mind to the preparation 
of medical and technical literature and 
press advertisements. Experience of 
print production processes is desirable 
and an interest in display would be an 
dd ir dation. Apply in 
writing stating age, experience and 
salary to Staff Manager, GMG LNB, 
Graham Street, London, N.!. 


YOUNG MAN 


PRODUCTION. 


ARMSTRONG SIDDELEY MOTORS 
have a vacancy in their Technical 
Illustrating Department for &n experi- 
enced technical artist, aged 24-26 
Staff position Salary according to 
age experience and qualifications 
Reply to Reference CG/TA2, Arm- 
strong Siddeley Motors, Coventry 


REQUIRED. for 
Accounts Department of leading 
London Advertising Agency. Previous 


experience an advantage. Excellent 
conditions Five-day week; three 
weeks’ holiday ension scheme 


Write full details to 

Box 9193 Ad. Weekly 180 Fleet St EC4 
Vacancy exists for 
first-class Production Man to take 
control of a number of accounts 
Sound knowledge of process and 
foundry work and previous Agency 
experience essential. Top salary and 
ideal conditions Write, giving age, 
experience, and salary required, to 
Box 9161 Ad. Weekly 180 Fleet St EC4 


GLASGOW. Genuine and out- 
standing opportunity for a 
young 
(25-35) 


ADVERTISING MAN 


strong on copy ideas and used to 
contact work, to join permanently the 
top executives of an important Glasgow 
agency. No salary quibbles with right 


man. 
Box $231 
Advertiser's Weekly 180 Fleet St EC4 


TWO PRODUCTION MEN 
REQUIRED 


They must be capable of keeping 
accurate schedules on a number 
of important accounts and or- 
dering process blocks, type- 
setting, etc. Agency experi- 
ence essential. Superannuation 
Scheme. Write giving full par- 
ticulars of past experience and 
salary required to 


Box 9104 
Advertiser's Weekly 180 Fleet St €C4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


London Agency requires a 


COPYWRITER 


to team up with a creative group. 
All-rounder with a fluent pen 
and a strong leaning fashion- 


wards. 


Write, giving age, details of 


experience to 


Box $216 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING DEPARTMENT 
requires an ASSISTANT 
for one of its Executives 


The department is that of a large national advertiser and the 
man required will be between 2! and 26. He will have had ar 
least two years’ experience in advertising and be keen on all the 
detail work involved in press campaigns in the national, trade, 
and technical papers, the preparation of literature, exhibitions, 
display, direct mail and packaging. 

job involving work on a wide range 
of products, with scope for development. 

Those interested should write with full details of experience, 
age and salary requirements to 


This is a very interestin 


Box No. 9213 
Advertiser’s Weekly, 180 Fleet Street, E.C.4 


EXPERIENCED MALE 


ARTISTS, 
competent in any of the following 
branches, are invited to telephone 
WEL. 6403, or write to arrange an 
appointment (evenings if desired) in 
order to see our modern studios, 
ideal working conditions and discuss 
salary and prospects with us. Letter- 
ing, mechanical retouching, figure re- 
touching, shoe specialists, airbrush 
artists still-life line and scraper 
Technical Artists Ltd., 104-112 Mary- 
lebone Lane, W 


SALES PROMOTION 
MANAGER 


required for an old-established Cencral 
London company. E i qualifi 
tions are experience in direct mail 
campaigns, ability to write copy and 
sales letters with proved results, and to 
contro! mailing department. Plenty of 
scope and good salary for man with 
initiative. Send full details of age, 
experience, and salary expected to 


Box 9234 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING LTD. 


have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 
Advertising, have a versatile sense of 
design, embracing a keen understand- 
ing of lettering and typography and the 
ability to produce finished roughs. 
Please write or phone for appointment 


ADVERTISING. 


Experienced visual- 
iser/copywriter wanted First-class 
accounts including Nationals. Apply 
by letter Elliott Advertising Ltd., 

anton House, Great Charles Street, 
Birmingham, 3 


COPY WRITER-VISUALISER 


ADVERTISING 
MANAGER 


required by 


London Manufacturing Chemists. 
Good all-round experience in 
advertising essential. Preference 
will be given to applicants having 
held similar position in the past. 
Applications stating salary re- 
quired to: 


Box $233 
Advertiser's Weekly 180 Fleet St €C4 


CHECKING DEPARTMENT of leading 


West End Advertising Agency requires 
experienced Assistant excellent pros- 
pects. Able to type Give details of 
experience and salary required 


Box 9198 Ad. Weekly 180 Fleet St EC4 


required 
in the London office of an energetic 
provincial Agency. It is essential for 
applicants to have a sound knowledge 
and actual experience of Store (Chain, 
Mail Order or Departmental) Advertis- 
ing, and to have held responsible, 
executive posts. This is an excellent 
opportunity for a keen person in a 
company where enthusiasm and know- 
how is appreciated Tell us about 
yourself in detail, including the salary 
you would like to earn, to 

Box 9199 Ad. Weekly 180 Pleet St BC4 


Required by Medium Size Agency 


GOOD ALL ROUND ARTIST 


able to produce slick visuals and finished 
art work and lettering of good standard. 
Figure work added advantage. Work 
varied and full of interest. Good 
prospects for man of talent, enthusiasm 
and initiative. Send fullest particulars 
of past experience, in confidence, 
stating salary required to 


Box 9120 
Advertiser's Weekly 180 Fleet St EC4 


CROYDON ADVERTISING STUDIO 
requires Half-tone Retouching Artist 
London salary Five-day week 
‘Phone : CROydon 3930 

LETTERING ARTIST required by 
Croydon Advertising Studio Fully 
gy in first-class work. Top 
salary. Also Junior Lettering and Lay- 
out Artist who has completed National 
Service Telephone CROydon 1930 
for appointment 

ASSISTANT Space Buyer (male, 25 oF 
over) required by well-known Adver- 
tising Agency Previous experience 
essential Progressive, responsible 
position Telephone CENtral 3244 

DISPLAYMAN. Studio vacancy for 
experienced man able to produce 
ideas Good cre technique an 
advantage Write fully to 
Box 9187 Ad. Weekly 180 Fleet St FC4 


ADVERTISING 
LAYOUT 


Provincial Advertising Agency offers 
well-paid employment under excellent 
conditions to man or woman who has 
had some years experience in the 
production of ideas and roughs for press 
and trade advertising, folders, etc. 
Prospects are good, and the position is 
permanent. Write, in confidence, 
stating age, experience and the salary 
you would require to tempt you to live 
in Liverpool and join an up-and-coming 
firm with a staff of over 50, which aims 
to build up a creative section second to 
none. 


PAGAN SMITH ADVERTISING 
TD., 


155, Duke St., Liverpool, | 


COPYWRITER (junior) required. Able 
to turn out crisp, terse news stories 
and features also )6C“‘sub"’ = other 
material, etc. This is a very interest- 
ing post for an ambitious young 
person who should have had some 
agency, public relations or press ex- 
perience Commencing salary 6-48 
a week, according to previous experi- 
ence rite, stating age and quali- 
fications, to 
Box 9189 Ad, Weekly 180 Pleet St BC4 


COMMERCIAL ART STUDENT leav- 
ing college is required by old-estab- 
lished men's wear house to assist with 
advertising Should be able to do 
visuals lay-outs, etc Salary by 
arrangement 


Box 9188 Ad. Weekly 180 Pleet St BC4 


When a 


Typographer 


gets a job with 


McCann-Erickson 
he’s really a typographer 


Call as soon as you can, 
We need another good man for the team. 


Apply General Manager. 
McCann-Erickson Advertising Ltd. 


Brettenham House, Lancaster Place, W.C.2 
TEMPLE BAR 6600 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


LAYOUT MAN 
AND 
COPYWRITER 


There are vacancies in the advertising 
dept. of a large manufacturer for a 
layout man and a copywriter, The work 
is interesting—covering trade, 1 


CORUIEERZELI | CLASSIFIED ADVERTISEMENTS | 
ar POINTHENTS VACANT 


APPOINTMENTS VACANT 


“ The engagement of persons answermyg (neve advertisements mast 
Labour 


Office of the Ministry of 
is a man aged 18-64 inclusive or 2 woman aged 
or the employment, 
Notification of Vacancies 


“aust tee ie hase 
from the provisions of the 
1952.” 


and export advertising plus the produc- 
tion of sales-aids, catalogues and bro- 
chures—and will suit cechnically minded 
men. Please write, stating age, 
experience and 4pprox. salary, to 


x 9118 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING Assistant (Liverpool) 
required, for Advertising and Sales 
Promotion Dept., with experience of 
catalogue and print production 
Emphasis would be on layout, and 
copywriting ability would be an asset. 
Experience of sales promotion and 
sales work generally would be a strong 
recommendation This is a genuine 
opportunity for a capable man, State 
age, education, fullest details of ex- 

rience and salary required, to 
om 9192 Ad. Weekly 180 Pleet St EC4 


RETOUCHING 
ARTISTS 


First-class Men required for 
London Studio. Applicants with 
experience of technical subjects 
preferred but not essential. Top 
salary and ideal conditions. Hours 
9-5.30 p.m., Monday to Friday, 
Write fully : 


Box 8763 
Advertiser's Weekly 180 Fleet St EC4 


If you have the Seven-year itch to be a 


SPACEBUYER 


(because you've been an Asst. Spacebuyer too long) 
write for an interview with the Managing Director of 
a West End Agency, stating your qualifications. 
medium-sized Agency is growing rapidly and its staff 
are lively, hard-working and well-paid. 


Box 9175 
Advertiser’s Weekly 180 Fleet St EC4 


know of this vacancy. 


This 


Present staff 


WANTED, 


ARTISTS REQUIRED for 


SHOWCARD SALES REPRESENTA- 


TIVE for London to handle latest 
display ideas. Splendid opportunity 
occurs for one having connection with 
National advertisers. Good salary and 
commission. Write, Dredge Showcard 
Co., Ltd., Victoria House, South- 
ampton Row, London, W.C.! 

young Artist to supervise 
work of adaptation department in 
large London studio. Age 25-30 
Write, stating salary. 

Box 9196 Ad. Weekly 180 Fleet St BC4 
children's 
books. Colour and black and white 
Experience and a high standard of 
proficiency essential. Write, enclosing 
specimens of art work, to Art Depart- 
ment, Hamilton & Co. (Stafford), 
Ltd., 30-32 Lancelot Place, Knights- 
bridge, S.W.7. 


ASSISTANT ADVERTISING MANAGER 


required by leading pharmaceutical 
company. Applicints must be ex- 
perienced in medical copywriting and 
able to produce interesting technical 
literature in collaboration with medical 
and marketing personnel. Company 
pension scheme in operation. Write 
stating age, qualifications and salary 


required to 
Box 9216 
Advertiser's Weekly 180 Fleet St EC4 


of typography. 
perience 


SMITHS’ 


want another good 


LAYOUT MAN 


He should have creative ability; a 
strong sense of design, and knowledge 
Previous agency ex- 
essential. 
interesting, progressive and permanent 
post for the right man. 
confidence to Dick Irwin. 


Smiths’ Advertising Agency 
100 Fleet Street, E.C.4. 


This is an 


Write in 


INSIDE CONTACT iy by old- 


established City trade house. Know- 
ledge of typesetting and process re- 
quired Good opportunity for right 
man Hours of work: 2 p.m. to 
approximately 10 m. four days a 
week. Write full details, 

Box 9067 Ad. Weekly 180 Fleet St BC4 


FLEET STREET AGENCY 


is looking for a 
TYPOGRAPHER 


not necessarily a genius. 
He'll work under account 
executives for a while, get 
acclimatised, then take 
charge of a Typographical 
Unit. Interested ? Then 
write at once, giving age, 
detajls of experience to : 


Box 9114 
Advertiser's Weekly 180 Fleet St EC4 


ARTISTS’ 
AGENTS 


Experienced Representative re- 
quired for well - established 
Agency. 

Please write to 
Box 9217 
Advertiser's Weekly 180 Fieet St EC4 


EXPERIENCED 


PRODUCTION MAN 


required 


for the advertising department of 
Burroughs Adding Machine  Led., 
leading manufacturers and distributors 
of modern business equipment. Age 
25 co 30, some layout ability is essential. 
The position is permanent and progres- 
sive and the successful applicant will 
be expected to join the Company's 
pension scheme. Please write giving 
full details to the Personne! Director, 
Burroughs Adding Machine Led., 
Avon oy . 356, Oxford Street, 


London Agency requires 
all-round 
COPY DETAIL MAN 


preferably with Agency 
experience. Write, giving age, 
experience and salary required, 
to: 

Box 9116 
Advertiser's Weekly 180 Fleet St EC4 


MALE ASSISTANT, aged 


ADVERTISING. 


EXPERIENCED Secreta 


ADVERTISEMENT Representative re- 


quired in Greater London for im- 
portant weekly with nation-wide 
appeal. Full time appointment with 
good prospects for right man. Appli- 
cants should write in strict confidence, 
stating age and salary required, with 
details of career to date, to 

Box 9235 Ad. Weekly 180 Fleet St EC4 


25-30, re- 
quired in London public relations 
department of industrial organisation 
Applicants must give full details of 
education and experience, and state 
age and salary required. Reply to 
Box 9197 Ad. Weekly 180 Fleet St BC4 
Junior __ visualiser/ 
wanted. irst - class 
accounts including Nationals. Apply 
by letter Elliott Advertising Lid., 

anton House, Great Charles Street, 
Birmingham, 3 


copywriter 


required 
immediately by director well-known 
London Advertising Agency. Must 
be a <~ of working on own initia- 
tive rite, stating qualifications and 
salary required. 

Box 9218 Ad. Weekly 120 Fleet St BC4 


COPYWRITER 


We need a youngish, energetic man 
with experience of industrial Copy- 
writing, who is accustomed to digging 
for facts and presenting them with force 
and imagination. 

The successful applicant would work 
in the London Publicity Department 
of an important group of Companies 
manufacturing a wide range of electrical 
equipment. 

This is a good job. its scope is wide and 
offers unlimited opportunities to the 
right man who will be given every 
encouragement. Please send full details 
including age, experience and salary 
required, to 


Box 9152 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Octoper 28, 1954 


APPOINTMENTS WANTED 


FIVE YEARS’ ALL-ROUND experience 
in Advertisement Departments, dailies, 
weeklies and monthlies. Smart young 
man (22) secks permanent progressive 


Bor s203Aa 4 Weekly 180 Fleet St BC4 


We Vv. 


Young author-actor artist with wide ex- 
perience of films, radio, T.V. and 
advertising at home and abroad. 
Plenty of new ideas for T.V. programmes. 


Box 9205 
Advertiser's Weekly 180 Fleet St C4 


“HAND PICKED ” 9 | 
available. The Wigmore Agency, 
Wigmore S&t., W.1 HUWNter ne 

FILM TECHNICIAN (32), with wide 
range of production experience, 
to find administrative position with 
prospects. Good education, per- 
sonality and ——. 

Box 9039 Ad kly 180 Pleet St BC4 

ACCOUNT EXECUTIVE, age 27, 
12 years’ Agency experience, secks 
appointment as Account Executive or 
Advertising Manager of fashion house. 
Box 9169 Ad. Weekly 180 Fleet St BC4 

PERSONALITY of international reputa- 
tion in the field of advertising, posters 
and exhibitions, secks appointment as 
part-time Art Director or Visualiser 
Consultant in important Advertising 
Agency or industry. Unique oppor- 
tunity to secure first-class expert with 
25 years of experience abroad and in 
England 
Box 9203 Ad. Weekly 180 Pleet St BC4 

AN INDIAN with Masters Degree in 
History, Diploma in Journalism and 
three years’ experience in News 
Agency, secks training in Public 
Relations. 

Box 9204 Ad. Weekly 180 Fleet St BC4 

ARE GOOD COPYWRITERS scarce ? 
Here’s one seeking change. Man of 
experience and versatility now earning 
four figures in leading Agency. Has 
written TV and radio scripts. 

Box 9206 Ad. Weekly 180 Fleet St BC4 

FIRST-CLASS VISUALISER (29), with 
ideas and the ability to present them 
really well, seeks first-class job. 

Box 9207 Ad. Weekly 180 Fleet St BC4 

AGENCY MAN (M.LP.A,), active 
senior, versatile, exceptional experience 
all depts. big London Agencies, offers 
full or part-time services not requiring 
every day attendance. London (resident 
Bucks). Please write 
Box 9208 Ad. Weekly 180 Pleet St BC4 

LAYOUT ARTIST secks change. 
Pencil layouts for client, presentation, 
knowledge of figure 
Box 9209 Ad. Weekly 180 Pleet St BC4 

KEEN, EFFICIENT YOUNG MAN 
(7) seeks post London firm as Asst. 
Manager or Account Manager's Asst. 
Six years’ Agency experience, produc- 


SALES AND WANTS 


CLASSIFIED ADVERTISEMENTS 
| 


MILFORD-ASTOR 
AUTOMATIC PRINTING UNIT 


current model complete with all 
accessories. Makers’ full guarantee and 
service are transferable to the pur- 
chaser. The —s is virtually new 
and is ae on rinting and 
production of Pelee of material. 


Box 9184 
Advertiser's Weekly 180 Fleet St EC4 


WANTED, Acrograph Air Compressor, 
ore ACA.1 in good condition. 
ers to Haig-MtAlister Lid, 9 
Golden Square, W.1 
ADDRESSOGRAPH FRAMES for sale 
= r 1,000; also Cabinets M.S.S. 
ttenham ‘Grove, Epsom 
4 ane ORDON SETS with mikes, foot- 
pedals and earphones. Supply of 3 
minute records. £75 the lot for quick 


sale 
Box 9230 Ad. Weekly 180 Fleet St EC4 


MISCELLANEOUS 


STENCILLED MAILING LIST 
40,000 LARGE CONCERNS 
Our own list used for selling Stee! 
Storage Equipment 

Addressing Charge : 20/- per |,000 
Details from :— 
WELCONSTRUCT CO. LTD. 
Cherry Street, Birmingham, 2 


L-. 
— 


TECHNIWORK LTD. 


TECHNICAL ARTISTS 
AND AUTHORS 


Handbooks, Instruction 
Manuals, Print & Press 


28 LOWER MARSH, en, $.£.1. 
Waterloo 3608 


PRINTERS 


SERVICE TO PRINT BUYERS ! 


Our fac ilities in typ letterpress 


tion, etc. Public School education. 
hool Certificate Ce ng 
studies D.A.A 


Box 9210 Ad. Weekly 180 Pleet St EC4 
KEEN young man; National Service 
completed, secks situation in studio, 
as Junior Artist. Art school trained. 
Box 9222 Ad. Weekly 180 Fleet St EC4 
EXECUTIVE desires change. 15 years’ 
advertising experience ; thorough 
knowledge art, print, block buying, 
layout and typography 
Box 9221 Ad eckly 180 Pleet St BC4 
EXPERIENCED SPACE SALESMAN, 
with good selling record, secks similar 
ag Highest references. 
vx 9033 Ad. Weekly 180 Fleet St BC4 
ACCOUNTANT--Company Secretary 
5 years with London Agency in charge 
of all accounts and of associated com- 
nies, seeks new position 
mx 9223 Ad. Weekly 180 Fleet St BC4 
VISUALISER LAYOUT ARTIST. 12 
years’ experience U.S.A Sweden 
and London with agency and manu- 
facturer Seeks position (London) 
with scope for using own initiative 


and ideas 
Box 9155 Ad Weekly 180 Fleet St BC4 


SALES AND WANTS 


MULTILITH 2066 or R30 wanted in 
good condition. State age or serial 
number and ty of feed. Exakta 
Cast. Co., 233 Pentonville Road, 
London, N.1. TER. 3892. 


1g. binding and direct auline, 
will more than recompense your 
interest in sending us an enauiry. 


LINCOLNSHIRE CHRONICLE 
General Printing House. 
aterside North, Lincoln 

Telephone : Lincoln 666 


PRINTER wanted for local street o 
tories 250/750 octavo 
Pay Led., 188/9 Stran 2 heen 


PRINTING, Lithographic Offset Printers 
want contracts for mass production 
of labels, packages, showcards, etc. 
Special terms for long and repeat 
runs 
Box P.P., 49558, Samson Clarks, 
57-61, Mortimer St.. London, W.1. 

REVOLUTIONARY new colour print 

ocess. Send for articulars of 

LEXICHROME ilip 
‘130. Ea, Limited. "Phone Weste: 

wa Kensington Church x 


COLOUR 
WORK 
Exquisitely produced 


ARNOTT PRODUCTIONS 
SUN ST., HITCHIN. Tet. 300 


Thinking of 
Commercial 
Television ? 


Then a talk 
to Harold Geller 
could produce ideas 


Conductor, r, 
Musician a. a gu 
ledge of people. Long 


B.B.C. experience and 
the know-how on Com- 
mercials :— 
Write to 
8 The Grove, Edgware, 
Middlesex 


or phone STOnegrove 9177 


FOR SALE. Small Trade Journal, 
established two years Publisher un- 
able to develop further owing to lack 
of capital. Good advertisement book- 
ings available 
Box 9229 Ad. Weekly 180 Fleet St PC4 


OVERSEAS 
EXHIBITIONS 


Small but very enterprising Exhibition 
and Display company carrying out first 
class work, would like to contact an 
individual or firm who can place, on a 
very remunerative commission basis, 
overseas orders for stands or displays. 
We have a first class personne! who can 
undertake any job from the designing 

riod to completion. All replies will 

treated with the utmost confidence 


Box 9183 
Advertiser's Weekly 180 Fleet St EC4 


LONDON ADVERTISING AGENCY. 
Fully recognised and holding good 
accounts, would like to discuss pro- 
posals for association, and eventual 


amalgamation, with another agency 
similarly placed. Brief details through 
solicitors or other medium wil! suffice 


in first place, but in any case full 
confidence will be given and expected 
Write, 

Box 9228 Ad. Weekly 180 Pleet St BC4 


PUBLISHERS WISH TO 


BUY AND COMMISSION 


ALL TYPES OF 


GREETING CARD DESIGNS 


GRAPHIC DESIGNERS, 
233 Pentonville Rd., London, N.! 
Terminus 5892 


FREE LANCE SERVICES 


SERVICES of first-class Lay-out Artist 
(free lance) required immediately. 


Apply, 

Box $11 Ad. Weekly 180 Fleet St BC4 
4-TONE SPECIALIST. Free Lance 

Artist, seeks commissions 

Box 9106 Ad. Weekly 180 Pleet St BC4 
RETOUCHER. Long experience, seeks 

new clents ‘ 

Box 9226 Ad. Weekly 180 Fleet St BC4 
MAPS designed and drawn for all 


poses. 
Bon 9227 Ad. Weekly 180 Pleet St BCA 
MEAS? Layouts, Artwork, Production. 


Box 8966 Ad. Weekly 180 Fleet St BC4 


Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


E CE SERVICES 


GOOD FREELANCE FIGURE 


ARTISTS REQUIRED 
VALE STUDIOS LTD. 


3 Harrington Road, 
South Kensington, $.W.7 


—EE—_ 

FREE ay = Tist wires fe- 
touching irst-class 
work ; Th osaed aden. Specimens 
availa 


Box 9228 Ad. Weekly 180 Fleet St BC4 


CREATIVE LETTERING 


MODERN SLICK STYLES 
EXPRESS SERVICE 
Specimens and charges on request, 
without obligation. 


“HEADLINE” 
LETTERING SERVICE 
Holt Building, Moreton, Wirral, 


MAPS are our speciality. The Langnore 
Service, Compilers of Ma and 
Diagrams, 118 Old Christel: Road, 
Bournemouth. (B’mouth 5226.) 

PHOTO Revousher, engineering ae ey 
secks are time commissions 
(Merseysic ©) 


Box 9237 Ad. Weekly 180 Pleet St BC4 


LAYOUT ARTIST (Ex. Pig.) lises 
in folders and brochures, 5s com- 
missions 


Box 9178 Ad. Weekly 180 Pleet St BC4 
WRITING for Advertisers. Ads, book- 
lets, leaflets, letters; verse. Style, 


accurac 
Box O41 Ad. Weekly 180 Pleet St BC4 


LATE CLASSIFIED: 


ADVERTISEMENTS 


NEWSPAPER REPRESENTATIVE, 
ferably with experience of Space § 
ing or Advertising, required by News- 

aper Group in London. Write giving 
Pai ull details of age and experience 
Box 9245 Ad. Weekly 180 t St. BCA 

EXPERIENCED GENERAL ARTIST 
required by Publicity Consultants for 
the mngincering Industry to lead new 
team first-rate Designers producing 
high quality press advertisements, 
print, ete. Ability to produce finished 
art work from technical drawings is 
an essential qualification, Salary 
according to ability 
Box 923% Ad. Weekly 180 Pleet St BC4 

ASSISTANT (Shorthand Typist) required 
for Advertisement De of weekly 
and monthly periodica Experience 
as copy clerk and/or with classified 
advertisements an advantage Good 
prospects Must have retentive 
memory, neat handwriting, pleasant 
manner, secondary education. Write 


fully 
Box 9239 Ad. Weekly 180 Pleet St PC4 
STUDIO CONTROLLER, id 30-35 
Knowledge of general tudio routine 
and all processes. Previous executive 
experience necessary. 
Box 9240 Ad. Weekly 180 Fleet St BC4 
ARE YOU EARNING £30-£40 per 
week ? Do your present publications 
give this scope? Our team of space 
reprosentatives average this figure. If 
you have this ability we have the 
means with established and progressive 
publications We pay ot and we 
pay quickly. Good openings in all 
parts of the country. Send particulars 
to Sales Director, Batiste Publications 
Lid., 20 Bedford Street, W.C.2. 
CoV 2811 
LAYOUT MAN required by Agency in 
London, W.1. Excellent prospects for 
‘oung man (about 25 perhaps) who 
as had sound training and has a good 
working knowledge of typography ; 
above all, has had several years’ 
Agency experience in National Press 
Advertising. Present staff know of 
this advertisement. Write (no speci- 
mens, please), giving full details, age, 
experience, salary required, to 
Box 9241 Ad. Weekly 180 Fleet St BC4 
BOOK-KEEPER over 40 for West 
End Agency Knowledge of adver- 


tising accounts onan. Write f 
details and salar - 


Box 9242 Ad Weekly 180 Pleet St BC4 
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ADVERTISER'S WEEKLY 


Speed up 
your Despatch- 


LABELLER 


pay model i is most useful for the effici- 

ing of small g d labels, 

ene lectruation slip, | poster stamps 
milar items; noc 

least postage stamps, PRICE 25/- 


-with just” 


| shape of television 


| possible 


| towards com 


a thet the Rangers 


The Labeller is clean 
and speedy in opera- 
tion; with the brush 
moistening device 
labels are just ‘flicked 
through’ between the 
pressure bar and over 
the brush and this en- 
sures not too much or 
too little moisture to 
the labels, just suffi- 
cient all-over moisten- 
Ing to gummed surface. 

The Labeller is made 
in red porcelain finish, 
with a bright nickel 
feed plateover thetank. 


Pm penne 


This is « 
ith a5” 


LABELLER this, our 

largest model, will be found use- 

ful in factories and packing departments 

BUTTERFLY BRAND for moistening larger package and bale 
labels. The dampening width is 9°. 


LIGHTNING... tec 


LABELLER 


tend foe Ulludttrated Leaflet 
SAMUEL souee & & 0. LTD. 


NEW BRIDGE STREET, LONDON, E.C4. Tel: CENTRAL 6500 


Octoper 28, 1954 


— STOP PRESS — 


@ (Continued from p. 215) 
“Thirdly, with the 
the great majority 


of ae com 


ing week 
Friday) and the week-end. This 
corresponds with a change in the 

programmes, 
viewing habits, and the nature of 
the audience. 

“The Authority then turned to 
the problem of fitting the pro- 
gramme companies as effectively as 
to this pattern. The 
Authority can only, of course, make 
its choice from amoagst those who 


“It has now decided to offer con- 


| have applied. 


| tracts to the following—Broadcast 
| Relay Services and Associated News- 


Granada Theatres and the 


| eer de Winnick group. 


“These proposals go a long way 
the arrange- 
ments for the first three stations. 
Other yey are proceed 


| 2 the time av 


“The nature and scope of the 
contracts are still confidential and 


may remain so for some little while. 


Allowing for the difference in the 
size of television audiences in the 
three areas and between the working 
week and the week-end, the amount 
of time offered to each company 
will probably not differ very greatly. 

“The Authority feels that to 
divide the three stations between too 


great a number of companies could | 


lead only to a diffusion of responsi- 
bility, to programme muddles, and 


a scrappy television service. 


Linking stations 


“As new stations become available 


Authority is proposing that 
National News Service should 
common to all three stations and 


f£—* 2 yy? Dee 
onstituted 


organisation so c 
guarantee objectivity. 


television 
said that—apart from 
the choice of contractors—the ITA’s 


announcement was very much as | 


E 
: 


Commercial TV network plan 


end was “ingenious.” Advertising 
agents beped thay weet be ante te 


Relay "Services, thought it would be 
a good thing if the programmes were 
operated on a network basis. 

The ITA plans to begin work 
soon after next March, on the erec- 


being acquired for the production 
of commercials in live action, 
animation, and < pao, under the 
supervision control of their 
wee ory Bf Roland Kemp. 


SMALLER 
PAPERS 


25 PER CENT REDUCTION 
IN CONSUMPTION NEWS- 
PRINT FROM SATURDAY 
RECOMMENDED BY NEWS- 
PRINT SUPPLY CO. 


—10. Weeklies : id. & 144.—8; 24., 
24d. & 3d. & over—t10. 


expected. The dividon’ of cntion | Wateos to bo bold st 08 Dacstiote 
time into working week and week- the-Fields next Thursday, at noon. 


Published by the Proprietors 


INESS PUBLICATIONS ee. 
October 28, in England by St 


, BUS) 
1954. Printed 


at their office at 180 Fleet Street, London, E.C.4. 


; ‘chen Press Litd., Portugal St., Kingsway, London 


owe) Chancery 8844.) 
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